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THE AIM, OBJECT. == 
DESIGN, PURPOSE 


oF ADVERTISING 's 
TO MAKE MONEY 


That is the sum total of all that pertains to it. 
The best obtainable publicity, and the most of that 
for the outlay, is essential to success. The adver- 
tisement constructor cannot furnish it. The news- 
paper publisher, naturally prejudiced in favor of his 
own paper, is not a safe adviser; neither is he 
whose interest is confined to special lists or 
mediums. 

Practical people who insist on transacting their 
business in a practical way will call to their aid the 
experience which is profitable, the methods that 
are known to lead to success. 

They will not depend on theorists or pin their 
faith on that which is visionary. The times are 
ripe for men with hard heads, stout hearts, look- 
ing for merit, not claimed but established. Such 
we desire to serve. Correspondence solicited. 


The Geo. P. Rowell Advertising Co., 


NEWSPAPER AND MAGAZINE ADVERTISING, 
10 SPRUCE ST., NEw YORK. 
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City 


Country. 


Great dailies and great magazines 
have their part in the economy 
of successful publicity. Local 
country weeklies are household 
necessities — papers handed 
down from generation to gen- 
eration—read from beginning 
to end, advertisements and all. 
The local weekly gets inside of 
the buying pocket-book, and 
the 1,400 papers of the Atlantic 
Coast Lists are nearly all 
country weeklies. One elec- 
trotype for them all. 

134 Leonard Street, New York City. 
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FRENCH BILLPOSTERS. 
Paris Letter to the N. Y. Recorder. 


Straws show which way the wind 
blows. The pictorial posters of Paris, 
shining from. dead walls in glorious 
color-splashes and chic outlines, tell 
the story of the city’s light and ticklish 
gayety. The simple black and white 
which reproduces them can never even 
indicate their rainbow tints and daring 
tricks of contrast—geranium red, a 
midnight blue, a lemon yellow, with seas 
of a fainter blue, and lakes of fair Nile 
green. They shine upon a stranger as 


he walks the Paris streets, and they 
swell his heart with gladness even when 
they recommend a soap or purgative 
or some dread tonic for the aged. 
Every poster has a female face to 


coax or tease, to smile upon you with 
a meaning which you try in vain to 
read. Ifsomerailway company wishes 
to allure you to the sunny shores of Nice 
and Monte Carlo, or to the springs of 
Vichy in Auvergne, it knows no better 
way than to set up a squirming, smil- 
ing lady. She is in the foreground, 
the chief figure, riding, mayhap, on a 
donkey. - She flirts a shimmering white 
or golden parasol to make a halo for 
her fluffy hair. Beyond you see the 
sky, a glorious blue, deep, sensuous, 
intoxicating, a blue of dreams that 
Nice and Monte Carlo never knew. 
Hills, sea, a town, a curving bay, are 
splashed in fainter tints and outlines 
more alluring from their very faintness. 
Or one great daub of brilliant cherry- 
red that runs from black to blush-rose, 
fading into white, will make a back- 
ground for the enigmatic lady of the 
tantalizing smile. The lady is always 
there, and the chief figure in these 
Paris posters. The English advertise 
a brand of soap by spreading far and 
wide the picture of a leering monkey 
sliding down a balustrade in evening 
clothes. A Frenchman makes a soap 
which also won’t wash clothes. The 
prettiest name he can think of for it is 
the ‘*Savon de Jeannette.” Itis Jean- 
nette, the soubrette—a heavenly blonde 


parlor-maid from out of the comic 
operas, in a starched and crinkled mus- 
lin cap with flowing strings, a gown of 
satin stripes with high-puffed shoulders 
and no sleeves. In red and white, 
against a blue-stained background, 
Jeannette stands, smiling down upon 
you over her left shoulder. The smileis 
as of one being gently titillated with a 
feather, with eyes half closed, with 
shoulders, arms, and fingers all con- 
torted with delight and shrinking 
mixed. 

These splendid advertising poster 
splendid pent. in their colors, fi 
from the standpoint of a Frenchman, 
splendid also in their outlines—show 
themselves on every Paris wall which 
is available. One artist, Cheret, leads 
the others in designing them. Since 
1867 he has produced more than 400 of 
these posters, for circuses, concerts, 
balls, soap manufacturers, charity fetes, 
patent purgatives, theaters, illuminat- 
ing oils, newspapers, publishers, and 
powders for the face. In each of them 
he has not failed to place his delicate 
and fin de siecle lady, now with her 
unfathomable smile, now on the point 
of exploding with some inward joy, 
now mocking, sometimes with a look of 
conscious silliness, but still adorable. 
There is always the slanting or the 
puckered eye and kissing mouth. 
Otherwise Frenchmen would not look 
at them. 

The few French companies which 
have, heretofore, monopolized refined 
petroleum in France, have been great 
patrons of the admirable Cheret. Under 
such names as Oriflamme, Luciline 
and Saxoleine, a set of more or less 
gummy, yellow-burning compounds 
has been for years supplying the French 
with drawing-room shadows, better 
adapted to the purposes of this impres- 
sionist style of art than to brightening 
up the family circle. The graceful 
posters of Cheret, even though they 
only glorify petroleum lamps, suggest 
the thought of progress. ‘They show 
always the same type—a married — 
under thirty years of age, holding wi 
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an air of triumph some lamp of rare 
design. She holds it at a proper angle 
to cast a flood of light upon her hair, 
her face, and her shoulders—a light 
that never was on sea or land, but yet 
agreeable. 

Ihave in my collection one of Cheret’s 
advertisements of shops of a year ago, 
puffing up a magasin for hats, A 
young mother and her little daughter 
are both i in ecstasy as they try on the 
new ‘‘creations,” all the way from 


three francs (60 cents) up. Somuch joy 
for a dollar and a half—how could the 
husband or the father deny it to them ? 

A lightning express from Paris to 


the Riviera is advertised by a pink 
nymph with flying drapery and tresses 
in midair. Below, as if she were its 
genius leading on, there come into 
view the sombre outlines and the 
flashing headlight of a sawed-off Euro- 
pean locomotive, belching forth white 
smoke into a black-blue sky. 

The dance halls, circuses, variety 
shows, and cafes-concerts lead all the 
others. This fact is significant. It 
shows the new, still-changing life of 
Paris. Great places of amusement 
refuse, in their dignity, to put out pict- 
ure posters at all. Even places which 
make a specialty of spectacular and 
fairy pieces, with much ballet, ordina- 
rily content themselves with posters 
without pictures. Their simple an- 
nouncements, in large letters, contain 
only the piece, the cast, the hour, the 
prices, and the theater’s location. 

A walk along the Paris streets, in 


studying their pictorial advertisements 
of amusement halls, will show all this ; 
for enterprise and capital are more 
quickly sensitive to changes than the 
theorizing minds of critics. The Olym- 
pia Music Hall, the Nouveau Cirque, 
the Scala Cafe-Concert, the Folies- 

gere, the Summer Circus, the Cafes 
des Ambassadeurs, the Concert of the 
Eiffel Tower and the stage and dance 
floor of the Jardin de Paris—these are 
the places whose proprietors pay thou- 
sands of francs for a single new poster. 

The predominance of Cheret in all 
his lithographic art has, so far, been 
overpowering. He appears to have 
but one type—that of the tantalizing 
lady, with the slanting, squinting, or 
wide-popping eyes and bursting smile 
or kissing mouth, He is all extrava- 
gance and all ‘‘go.” A newer set of 
types is slowly comingin. Six months 
ago the new tendency might easily 
have been declared to be the Japanese, 
like reminiscences of such men as Ibels 
and Lautrec. The latter did the cele- 
brated poster of the Moulin Rouge, 
which is now already rare, and much 
sought after by collectors. Ibels’ poster 
for Mevisto, a popular song singer, is a 
complete example of this tendency. 
But the furor for that change in ladies’ 
dress which came up so_ suddenly, 
veered, and has not yet settled down, 
brought out another mode, 

The mingled simplicity and extrava- 
gance, dating back, say, to the year 
1830, have worked changes in the dress- 
ing of the hair, and shoulders, and 
skirts, and, I would almost say, in the 
ideal of female beauty. The artist, 
Forain, made a poster fully a year and 
a half ago, which foreshadowed this 
change. It was for that Exposition of 
Women’s Arts, which went almost en- 
tire to the Chicago Fair. A lady is 
seen drawing a portiere aside, to dis- 
close the words of the advertisement. 
In expression, pose and dress, espe- 
cially in the smooth, plain dressing of 
the hair, curving from forehead down 
to ear-front, after the fashion of our 
grandmothers, this new poster con- 
trasted strongly with the scatterbrained 
concoctions of Cheret and his followers. 
These always seemed half tipsy with 
champagne. 

Two things are certain: First, in 
Paris the designing of pictorial adver- 
tising posters is a fine art, and well- 
known artists do not hesitate to sign 
their names to designs for which they 
get so high a price. Such advertising 
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is on the increase in lavishness and 
merit. In the second place, this art 
has its schools and movements inti- 
mately connected with the current 
taste in literature, art, decoration and 
fashion. 

If it be true, as a friend of mine be- 
lieves—a scientific man who has writ- 
ten it all out—that the mere persistence 
of a widely spread advertisement will 
actually hypnotize the public mind, then 
how lucky the Parisians must be! 
Hourly they are hypnotized into good 
taste! STERLING HEILIG. 


NEWSPAPER LAW. 


IF YOU QUOTE A NEWSPAPER YOU MUST 
QUOTE THE SENSE AS WELL AS 
THE WORDS, 


A notable step in the modern de- 
velopment of what we may call news- 
paper law has just been taken by the 
High Court of Justice in England. 
That tribunal has maintained, in the 
most emphatic manner, the right of a 
newspaper to prevent, by injunction, 
the republication of misleading extracts 
from its articles. 

On Sept. 26, 1886, there appeared in 
the London 7Zimes a leading article 
concerning a system of auction sales 
then prevailing in London, called 
‘*auction knockouts.” The article de- 
scribed these knockouts as ‘‘ one of the 
most iniquitous abuses ever introduced 
into a respectable trade.” Itthen spoke 
of the advantages of auction sales made 
in good faith, but ‘* in reality,” said the 
Times, ‘‘ under the present system, an 
auction is the most unfair of all sales, 
and is the most ruinous method of dis- 
posing of any sort of goods.” Further 
remarks were made about the knockout 
system, which was designed to exclude 
competition at auctions, and the article 
ended with these words: ‘‘ As matters 
are now managed, no one will resort to 
an auction who can dispose of his goods 
by any other means.” 

Mr. Charles Lowe, a dealer in second- 
hand books in Birmingham, recently 
published a catalogue upon the cover of 
which was printed this notice: 

Books wanted to purchase —libraries or 
smaller collections of ks bought for cash at 
the maximum market value without any de- 
ductions ordelays. The danger of selling by 
auction, rather than disposing of libraries to 
respectable dealers, has been pointed out by a 
leading article in the 7imes, from which the 
following isan extract: ‘“ An auction is the 
most unfair of all sales, and is the most ruin- 
ous method of disposing of any sort of goods. 

mattersare now managed, no one will re- 


sort to an auction who can dispose of his goods 
by any other means.” 

The extract from the 7imes’ article 
contained in the bookseller’s notice 
omitted the words, ‘* In reality, under 
the present system,” with which the 
first sentence began, and conveyed the 
false idea that the newspaper had con- 
demned auctions generally, instead of 
condemning only such auctions as were 
fraudulently conducted. 

The advertisement attracted the at- 
tention of many British auctioneers, and 
some of them made inquiry concerning 
the article at the office of the newspaper. 
Thereupon Mr. Walter, for the pro- 
prietors of the 7imes, brought a suit 
in the Chancery Division of the High 
Court of Justice, asking for an injunc- 
tion to prevent the further publication 
of the misleading extracts. 

The application came on to be heard 
before Mr. Justice Kekewich, who 
granted the desired restraining order. 
the learned judge remarked as follows : 

If the 7imes had published anything like 
this extract, standing alone, they probably 
would have laid themselves open to very seri- 
ous blame; and if they had not laid themselves 
open to legal proceedings, they certainly 
would have been highly culpable in thus de- 
scribing a mode of sale which the court fre- 
quently resorts to, and very often pity oe 
proves of—that istosay, sale by auction. This 
gentleman, the defendant, has ingeniously 

en one sentence from about one-third down 
the article, tacked it on to the last sentence at 
the end, and then says that is a fairsummary. 
It is rather astonishing, I suppose, for the 
writer of an article in the 7imes to be told 
that his article could be summarized in that 
way. But this article is not summarized by 
this extract. The extract does not give the 
slightest idea of what the articleis. It is de- 
voted to all auctions, instead of to this particu- 
larclass of auctions, and it trounces themall in 
thissevere language. That isan injury to the 
Times. Mr. Cross dwells on theinjury tothe 
auctioneers. Indirectly, no doubt, auctioneers 
may complain ; and ifthey complain, that may 
affect the 7Zmes, of which, no doubt, the auc- 
tioneers are large customers by way of adver- 
tisements. But the 7Zmes itself has the right 
to say, “* You shall not publish our article, 
either wholly, partially, or by way of sum- 
mary, or by way of extract, otherwise t 
fairly. If you depart from that, and, still 
more, if, departing from the fair summary, you 
give an entirely different color to our article, 
then you are saying that we have said some- 
thing which we have not, and that you have 
noright todo.” Theinjunction must go; and, 
this being the trial of the action, it will be 
made perpetual, with costs. 

It is easy to see how a newspaper 
might be greatly injured among the 
members of any particular trade or call- 
ing by the publication of misleading 
extracts frem its articles, conveying the 
erroneous idea that it had unjustly de- 
nounced persons pursuing that calling. 
The decision in this case is in favor of 
honesty and good morals.—V, Y, Sun, 
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THOSE LOTTERY ADS. 


At anTA, Ga., December 9, 1893. 
Editor of Printers’ Ink: 

Will **The Little Schoolmaster” kindly 
give its opinion on the inclosedad? It was 
cut from one of our daily papers. I have an 
idea that it is a better As for the Louisiana 
State Lottery Company than for the Gulf 
Coast Ice and Manufacturing Co. 

Yours truly, A ScHotar, 


CONRAD! CONRAD! CONRAD! 
A CARD TO THE PUBLIC, 

While it is true that I have been chosen the 
President of the Louisiana State Lottery 
Company, vice M. A, DAUPHIN, deceased, 
I still retain the Presidency of the Gulf Coast 
Ice and Manufacturing Company, so that all 
proposals for supplies, machinery, etc., as well 
as all business communications on other sub- 
jects should be addressed to me here as here- 
tofore. 

After January rst, 1894, my business will be 
removed to Puerto, Cortez, Honduras, Cent- 
ral America, and will there go on as now, 


without any break. 
PAUL CONRAD, 

Lock Box 1358. ew Orleans, La. 

The blind lottery advertisements re- 
ferred to in our correspondent’s com- 
munication have, for a long time, been 
appearing in many theater programmes 
and some newspapers. The wording 








is manifestly taking advantage of a 


technicality in the law. An amusing 
imitation of this announcement has 
been put out by a local tradesman : 


SCHOENBERG ! SCHOENBERG! SCHOENBERG! 
A CARD TO-THE PUBLIC. 

While it is true that we have opened Branch 
Offices at 276, 432, Sit and 604 Columbus Ave,, 
we still retain our Main Office at 346 Columbus 
Ave., and all communications in regard to 
Electric Bells, Gas Lighting, Locksmithing, 
etc., can be addressed here, as heretofore. 

Yours truly, 
R. A. SCHOENBERG & CO., 
346 Columbus Ave. Electricians, 


A NOVEL METHOD OF ADVERTISING, 
From the New York Sun. 

A tall, gray-haired man, wearing a long 
overcoat and a shiny silk hat, went the rounds 
of the down-town restaurants yesterday, dis- 
tributing advertising cards stating that Mr. 
—, banker and broker in stocks, bonds, grain, 
cotton and provisions, had opened a place in 
Nassau street, where he had private wires to 
Chicago, Boston and Montreal, The man 
would enter a restaurant, cast his eye over the 
crowd, then approach a gentleman, drop a 
card in his lap and sa’ 

“ Ever do anything in the stock line?” 

If the one addressed replied iu the affirma- 
tive, the suave agent would wink and remark : 

te Well, step in and see us. We play ‘em 
right off the board. No delay with us. 

If the response was negative, he would say, 
without lowering his voice: 

** Tt don’t require any knowledge of stocks 
to do business with us. Bucket shop, you 
know ; that’s what it is, of course, only we call 
it brokerage (with a wink) for prudential rea- 
sons purely,’ 








ADVERTISES FOR ADVERTISERS. 
From the Chicago Tribune, 

In a morning newspaper which is thaking 
desperate efforts to make a respectable show- 
ing of advertisements, an advertisement to 
the following effect appears every day : 

ANTED—TWO RELIABLE MEN, 

capable and willing to work for a first- 
class company; must furnish references, 
Apply in person to Exchange Bureau. 

This advertisement is inserted Ly the man- 
agement of the paper, and the “ Exchange 
Bureau ”’ ison the second floor of the building. 
The advertisement is full of promise to a man 
out of work, inasmuch as reliability and capa- 
bility are the only qualifications necessary. 

A man answered the advertisement yester- 
day. In the room was a short, middle-aged 
man who said he was incharge. Before the 
caller had time to state his business the man 
handed out a card which he said contained 
“the rules.” ‘They were that, before any 
questions would be answered, the applicant 
must pay $1 for a twoeline advertisement to 
be inserted ten times in the paper. 

“But I don’t want to advertise,” sa'd the 
caller, ‘** This advertisement says the men 
are wanted. Are the positions filled?” 

* Can't tell you a thing until you pay your 
$1. Write out your advertisement, pay the 
money, and then we will tell you whether the 
place is filled or not, If it is you get your 
dollar’s worth of advertising; nobody paid 
for this ad ; it is ours. We have people look- 
ing for these places and then advertise them 
ourselves.” 

‘*Then the scheme is one to get advertise- 
ments, simply ?”’ 

“Well, you get your money’s worth, don't 
you, even if you don’t get a job?” 

The manager proceeded to dilate upon the 
beauties of the paper he represented when it 
came to the question of small advertisements. 
The dollar was not paid by the caller, nor by 
several others who heard the conversation. 


A MISTAKE SOME ADVERTISERS MAKE, 
From the Boston Post. 


One of the Idler’s most intimate friends is 
a New Yorker, and speaking of advertise- 
ments recalls his amusing protest the other 
night regarding some of our own Boston an- 
nouncements, Saidhe: ‘A few weeks ago, 
while here, I decided to go one evening to 
some place of amusement for the evening. 
After dinner I went outinto the hotel corridor 
and looked over the theater bills there dis- 
played. Only one of them gave the hour at 
which the performance began, and none of 
them had any directions as to where the the- 
aters were located.’ 

“But everybody here knows where they 
are,” suggested the Idler. “That's it, ex- 
actly,” said the New Yorker savagely. “ You 
complacently suppose that everybody knows 
all about your crooked little place and your 
local customs,’ 





I believe that sufficient attention is not paid 
to the advertisements, as to the wording, 
composition, etc. The pees should always 
have the privilege of changing the arrange- 
ment of an advertisement if he does not alter 
the sense. Then, if care is used in composi- 
tion and proofreading, the result will be alike 
satisfactory to customer and printer. Adver- 
tisers will show a quick appreciation of a 
handsome advertisement.—X. C. Penfield, in 
the [Inland Printer, 
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CHECKING THE BILLPOSTERS. 

“Me? I'ma bill-inspector,’’ was the reply 
of a man to whom the writer recently put a 
query respecting his occupation. *‘ That is, I 
= to see that billposters do their work prop- 
erly. 
d Some of them want looking after, I can tell 
you. You see, they are generally paid a cer- 
tain sum, according to the number of bills 
posted, and the length of time they are dis- 
played on the hoardings. Now, supposing a 
firm gives out four hundred bills to be posted 
in and around London, and wishes them to be 
displayed for a month. 

** If there were no bill-inspectors it might 
happen that oniy two hundred and fifty would 
be posted, and that in the case of a stormy 
month—which plays sad havoc with the hoard- 
ings—very likeiy not half the number which 
had been washed or blown off would be re- 
newed, 

** Then again, there are ‘ pirate’ billposters 
to be looked after; men who will cover up one 
firm’s bills with those of another, thus getting 
paid for posting bills on hoardings which have 
cost them nothing for rent. 

**T am engaged by a pirate firm who adver- 
tise largely, and there are a good many who 
follow the same occupation as I, Nearly all 
the London theaters employ bill-inspectors, 
and even billposting firms are compelled to 
engage us, otherwise they would often be re- 
ceiving complaints from their customers re- 
specting the non-posting or non-renewal of 
the bills placed in their hands, besides finding 
their hoardings regularly used by pirates.”— 
Cassell’s Saturday Journal, 

nineiabdienemieten 
A FARMER GIVES SOME REASONS FOR 
THE EXISTENCE OF HARD TIMES. 
From the Americus Times. 

‘* There is being so much said in the country 
about hard times and the scarcity of money, 
and as everybody has a cause and knows a 
remedy, I thought I would write to tell your 
readers what | think is the cause. 

‘We buy more than we produce. 

‘“* There is too mach flour and bacon shipped 
here every year. The things we ought to 
make at home we are buying. 

“We let our timber rot and buy our plough 
stocks, singlétrees, axe handles, hoe handles, 
and fencing. 

“We throw away our ashes and buy soap 
and axle grease. 

‘*We give away our beef hides and buy 
hamestrings and shoestrings. 

“* We waste our manure and buy guano. 

‘We buy garden seed in the spring and 
cabbage in the winter. 

“*We let our lands grow up in weeds and 
buy our brooms. 

“We waste the wax out of our pine and 
gum trees and buy chewing gum for our 
children, 

“* We build schoolhouses and hire teachers 
and send our children off to be educated. 

“* We land a five-cent fish with a four-dollar 
fishing rod. 

“We send a fifteen-cent boy out with a 
twenty-dollar gun and a four-dollar dog to 
kill birds. 

“We raise dogs and buy wool. 

“ And about the only things in this country 
that there is over production of are politics and 
dog-tics,”’ 

a eae are ee 

I HAVE tried many ways of advertising and 
have found that for a small town newspaper 
advertising pays best.—A, £ Black, Con- 
neaut, O, 
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CHRISTMAS ADVERTISING. 
From the American Druggist. 

Three years ago I perpetrated a ‘* Christmas 
Tree” on the defenseless public, which not 
only called attention to our perfumes and 
fancy goods, but received a flattering notice 
in three newspapers. 

It wasa capital advertisement as well as a 
window attraction, 

I decorated an eight-foot tree with some of 
the customary ,ee-gaws and baubles, and dis- 
played, or rather hung, on the tree “* presents” 
for some of the country’s notables. 

For instance, | dedicated a bottle of Hair 
Reviver to solemn-visaged Bill Nye. A hair 
brush, comb and cake of soap to Herr Most— 
** recommended for daily use.”’ 

For (then) ex-President Cleveland, who at 
that time was steadily adding toa generous 
periphery, a bottle of our cod:liver oil emul- 
sion—“*recommended for emaciation.” For 
Senator Ingalls (then on the anxious bench) a 
porous plaster—‘‘ recommended for strength- 
ening the back—and hopes.” 

For Jay Gould (peace to him) a smal] globe 
on which was inscribed: ** The Earth.” 

For Robert Ingersoll, a large candy horse— 
“* recommended as a safer hobby than he now 
rides.”” 

For Senator Quay, « bottle of liquid cement 
—* will cement anything—possibly political 
factions.” 

T. B, Reed, Amelie Rives, John L. Sullivan, 
Prof. Koch and a number of others were also 
kindly remembered. Of course, the same 
characters will not answer now, but a tree sim- 
ilarly gotten up for persons of recent promi- 
nence would be, as mine was voted, a unique 
attraction. 

Ravpx B, GaBLe. 
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THE AD SHOULD BE NEW—AND TO 
THE POINT. 


Advertising in the smaller cities and towns 
is done upon a basis with so little of the busi- 
ness aspect about it that business men have 
‘no respect for its methods, The first and 
greatest fault is to be found in the fact that 
advertisements are permitted to run too long 
without change. An advertisement should 
always advertise something definite. It 
sounds well, of course, to inform the public 
week after week that ‘‘ the best goods at the 
lowest prices”’ are to be found at acertain es- 
tablishment, and many such phrases are seen 
so often that they have become wearisome. 
Each week some certain article should be of- 
fered for sale and the ad should be devoted 
to that article alone.—/. C. Oswald, in the 
Inland Printer. 


WHAT TO ADVERTISE IN IOWA. 


The State of lowa, being wholly an agricult- 
ural district, should receive the attention of 
the manufacturers of farm machinery, Its 
dairy interests being in the ascendant, manu- 
facturers and dealers in dairy and creame 
supplies should find in it a profitable field. 
Ranking high in its interest in improved live- 
stock, breeders and importers find it worth 
looking after. Its standing with reference to 
educational matters requires the’ expenditure 
of immense sums for school house furniture 
and school appliances and supphes. Stove 
men find in it a regular gold mine, because the 
general use of soft coal creates an incessant 
demand for new stoves. The improvement of 
country roads has opened a good field for one 
class of machines. The general improvement 
of farm homes has made an increased demand 
for clothing, jewelry and books.— C. C. Cardin, 
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PLAINLY STATED. 
LABORATORY OF 
Tue Stark Mepicine Co., 86 Broad st. 
ew YorRK, Jan. 9, 1894. 
Editor of Printers’ Ink: 

The inclosed advertisement appeared in the 
Helena (Mont.) /ndependent, Nov. 19, 1893, 
and is well worth by the readers ot 
Printers’ Ink. For facts plainly stated and 
convincing argument it surpasses anything 
that I have everseen. It is unique in expres- 


sion and to the point, The Meat Peddler is a 

genius, and certainly is entitled to the honors 

for writing an advertisement that might be 

called ** a winner. 
Yours ay. 

CS. F 


ASSELMAN, 
Adv. Manager, 
THE MEAT PEDDLER. 


Mr. Mare Says “Beware of Peddlers”— 
Here I Am. 


re 
“ Peddlers’ wagol ” says Mr. Mares, 
“* sell cheap meat.” They meat of the 
Ilelena Meat Com y Mr. Ka 

the buyer for this » is one of the pro- 
prietors, and there is not a better judge 
of meat in the State than he. He 


ADVERTISING SUPPLEMENTS, IN BOOK 
OR PAMPHLET FORM. 
New York, January 6, 1894. 
Hon. Kerr Craige, Washington, D. C.; 

Dgar Sirn—We send you herewith a copy of 
the Chicago /nter-Ocean, of December rath, 
together with its illustrated supplement. We 
understand that the /nter-Ocean is paid for 
distributing 115,000 of these supplements. 

You will observe (st) that the size of the 
supplement is different from the paper itself ; 
(second) that the supplement of eight puges 
is, from beginning to end, an advertisement 
of a patent medicine called ** No-To-Bac”’ 
and of the Indiana Mineral Springs, both of 
which enterprises belong, as we are told, to 
the Sterling Remedy Co. of Chicago, 

In conducting our publication, Printers’ 
Ink, we often have application from news- 
paper men who wish to have reading matter 
inserted in our paper. Such applications are 
alwaysdeclined. If, however, itis permissible 
for us to issue supplements on the plan indi- 
cated by the /nter-Ocean, we could accom- 
mudate those who apply tv us as above. They 
are mainly newspaper men and have printing 
offices of their own. They could furnish u 
with a little pamphlet, more or less on the 
style of the /n/er-Ocean supplement, and we 
could then distribute them through the mails 
atacenta pound, The cost to us, therefore, 


‘ of making such a distribution would be very 


of the meat about the shop, I 
the business. 

As to prices, Mr. Mares is co: down 
to what my prices have been for the last 
two months. Iam out for a living, and 
that only, and my customers are my best 
advertisement. Swan NORDSTROM, 

The Meat Peddler. 


cleanest illaiat anette 
BECOMES A FASCINATION. 
W.H. Hower, Joun Hart, JonnH. Harr. 
Hier & Co., ] 


New Jersey Cleaning, Dyeing and Re- 





Orrices: Newark, N. J.,665 Broad st.; 
150 Market st. ; 21544 Springfield ave. 
Plainfield, N. Tes 175 Northave. New 
Brunswick, N. J., 55 Church st. Mor- 
ristown, N. J., 27 South st. Factory, 
608, 610, 612 Ponaic ave., Kear- 
ney, 





Newark, N, J., Jan. 8, 1894. 
Editor of Printers’ Ink: 
Inclosed find postal note for $2.00, for 
which kindly send me Printers’ Ink for one 
ear, have had several back numbers 
anded to me by Mr. W. A. Baker, of 7own 
Talk, this city, and I am so much interested 
in your en that I want to subscribe “ right 
off,”” he ready-made ads area splendid 
feature, and in arranging matter for the pa- 
pers of the various places in which our stores 
are located I have used some of the ideas with 
ood effect, With Printers’ Ink and Mr. 
. C. Fowler, Jr.’s, “‘ Building Business” as 
guides, preparing copy becomes a fascination 
rather t a task, ery truly, 
Joun Hivuier Hart. 





GREAT CASAR! 

Andrew Jackson edits the Cricket, at Bel- 
mont, Cal. 

There was a gair of fourteen thousand iive 
hundred and forty-seven (forty a day) sepa- 
rate and distinct advertisements in the Phila- 
delphia Pydijc Ledger in 1893 over 1892, 


smal!, while the price the publisher would be 
willing to pay to have the matter go out as a 
—- to Printers’ Ink would be con- 
siderable—say one or two hundred dollars, 
We could, of course, make up the supple- 
ment in our own Office, if that is required, We 
presume, however, that in the case of the 
weekly Inter-Ocean its supplement was made 
up elsewhere, 
If such a plan as issuing po satan as we 
ee is not permissible, will you kindly in- 
‘orm us whether it would be just as permissi- 
ble in our case as it would be in the case of 
the Chicago /nter-Ocean—and if not, why 
enot ? Your reply will oblige, 
Printers’ Ink, 


“BRAINS,” IN DETROIT, SECOND-CLASS, 
New York, January 6, 1894. 
Hon. Kerr Craige, Third Assistant Post- 
master-General, Washington, D. C.: 

Dear Sir—Inclosed we send you a copy of 
a paper called Brains, devoted to the art of 
advertising. It works in the same field with 
PrinTErs’ INK, 

Please observe in the center of the upper 

rt of the first page, of the issue for Decem- 

er 30th, the order of the Detroit Journad for 
300 copies of Brains, to be sent during the 
year to their advertisers. 

These papers, we understand from the Post- 
Office in New York City, are sent at second- 
class rates. As this is precisely the sort of ar- 
rangement that newspapers all over the coun- 
try are desirous of making with Printers’ 
INK; as it is just the sort of arrangement 
that the Washington S/ar made with Print- 
ERs’ INK a year ago, but which, according to 
your decision, we are not permitted to renew ; 
what we now desire to know is whether it wi 
be possible for us to learn from your office 
what changes, if any, will be requisite in the 
make-up or character of PrinTERs’ INK to en- 
title it to the same privileges in the United 
States mails as second-class matter that are 
accorded to Brains ? 

Hoping for the favor of a reply, we are, 

Your obedient servanis, 
Printers’ Ink, 





PRINTERS’ INK. 
QUARTER MILLION SAMPLE COPY EDI- 
TIONS. 


A DEFINITE ANSWER OBTAINED FROM THE P. 0. DE- 
PARTMENT, AND IN LESS THAN A MONTH, 
New York, Dec, 11, 1893. 
Hon, Kerr Craij ‘5, Third Assistant Post- 

master-Genera Washington, D.C: 

Dear Sin—Inclosed is a communication 
from 7rade, a Philadelphia magazine claim- 
ing to havea regular issue of 18,000 copi 
and anouncing a special issue for January o' 
250,000 copies, one of which will sent to 
every druggist, grocerand general storekeeper 
in the United Btates. 

Willi it be permissible for our paper, Print- 
ERs’ Ink, having at present a regular issue in 
the mails of about 11,000 copies, to aunounce 
aspecial issue for April next, to be sent to a 
list of names including every “druggist, grocer 
and general storekeeper ? 

They are the persons from among whom we 
must expect to obtain our subscribers. 

Your reply will oblige, 

Your obedient servants, 
Gero. P. Rowgti & Co. 
Publishers of Printers’ Ixx. 


New York, Jan. 3, 1894. 
Hon. Kerr Craige, Third Assistant Post- 

master-General, Washington, D. C.: 

Dear Sir—Twenty-three days ggo we 
wrote inclosing an announcement of a Phila- 
delphia publication and asking if it would be 
permissible for us to do in April what this pa- 
per proposed to do in January. 

Ona former occasion, when we made asimi- 
lar inquiry at your office, we were permitted 
to carry outour plans; but when the permis- 
sion was received it was too late to avail our- 
selves of it. 

In consideration of the fact that delays are 
so injurious, we trust that you will soon “favor 
us with a definite reply. 

€ are, your obedient servants, 
Geo. P. Roweit & Co., 
Publishers of Printers’ Ink. 


Wasuincron, D.C., Jan. 5, 1894. 
Messrs. Geo. P. Rowell & Co., 10 Spruce St., 
‘ew York, N. Y.: 

Strs—The postmaster-general directs me 
to say—in response to your letter of tle 3d 
instant—that the pro; d mailing of & 250,- 
ooo sample copy edition of Printers’ Ink 
will, if carried into effect, be regarded as a 
violation of the spirit of his letter dated June 
27, 1893, under which ‘our publication was re- 
—s to the second-class of mail matter. 

The Department is investigating the status 
of the publication— 7rade—submitted by you. 

Very respectfully, Kerr CraiGe, 

Third Assistant Postmaster-General, 


New York, Janvery 6, 1894." | 
Hon. Kerr Craige, Third Assistant Post- 
master-General, Washington, D. C.: 

Dear Sirn—We beg to thank 72 for your 
definite and satisfactory reply of January sth 
to our letter of January 3d, and we beg further 
to respectfully say to you that you can prob- 
ably have very little idea of the adv antage that 
it would be To us in our business, if it should 
become possible to obtain such definite replies 
with something like the same promptness in 
future, 

Our business is important to us, and in the 
face of the warnings conveyed in the post- 
master-general’s letter of June 27th, it is not 
safe fur us to take any steps outside of every- 


day routine without first submitting the matter 
to your office, 

e hope that the time will come when we 
will be permitted to apply to our local post- 
master for such information as we require. 

We are, 
Your obedient servants, 
no. P, Roweit & Co. 9 
Publishers of Printers’ INK. 


The National 77riéune, published in 
Washington, is permitted to send out 
sample copy editions of a quarter of a 
million at pleasure. The law is silent 
upon the question as to how many 
sample copies may be sent. 


> 


Classified Advertisements. 


Advertisements under this head. two lines 
more, without » 25 cents a py Sy ‘Must 
be handed in one week in advance. 


AMERICAN GARDENING wants advertise- 


Ts 8ST. NICHOLAS a eed wants your 
attention, and ceserves it. 


par ten 
D°s you want a ve vsatile ¢ paragrapher and live 
porter? “J. D.,” ters’ Ink. 


SED Columbian stamps are bought 
by E. T. PARK Bethlehem, Pa. 


ET rich quick! “bra made easy. Plan 
G sent for 2c. Idea free. VIM, Peoriz, Lil 
.,EWSPAPER men find our “ Best” Fat. Acct. 
Files handy. Exc for spaee. SWANK 
CO., Frem: 
~ UCCESSFUL advertising man, age 27, 0) air 
management of ome trade journal: ors 
TRACT, ” care Printers’ Ink. 
y 7 ANTED—A 5 weehal mt,to handle exclu- 
ae our advertising in the East. Ad- 
dress “ ” Box 42, Pittsbu: 2, Pittsburgh, Pa. 
66 


MALL TALK ABOUT BUSINESS.” By mail. 
Paper, 40 cents; cloth. 75 cents. FRE- 
MONT PUBLISHING CO., Fremont, Ohio. 


66 MALL TALK ABOUT BUSINESS.” A 
“ Ay oklet tells about it—sent ‘epg 
FREMONT PUBLISHING CO., Fremont, O 


T° EXCHANGE—Orange grove in Seasbenie 
Cotorate for paying t per Address 
wpe OVE,” F 8t., Washing- 
G one. writer and practical printer has $1,000 
1 toinvest in country Bes ak’ De a = or 
whole interest. Address wn, 
Bucks Co., Pa. 


N all-around newspaper eer man desires a situa- 
tion as manag itor of an Ss 


or a weekly in a cit: town. Ad- 
dress “ GAZETTE,” care Printers 


“é 999 29 
of a a —~ Pleases ev- 
e ly ; 3 cars and an e a 
rybody ; 3 cars and ——e neat 
box, 25c. C.J. BARLESS, Ro: 
nt de- 


wre DOES YOUR EMBOS oe »* 
sam- 


s in catalogui Send for 
a an prices GRIFFITH, AXTELL & CaDY 
., fine catalogue printers, Hoilyok ke, 
dry goods 


JHILADELPHIA’S most successful 
advertisement writer would e' with 
leading Eastern or Western retailer new 
year. Address “ CARLOS,” ¢ ” care Printers’ Ink. 


WANXTED_Republican ed oe of ability to 
take partnership interest in est. reeksy 
in Montana. Must have $2,000 to * 93,000, Profi \ta- 
ble business guaranteed. *‘ XX,” Printers’ Ink. 
D ETECTIVE—We want a man in every local- 

ity to act as — es a in- 


BU- 


ENGINE PUZZLE. The triumph 


structions. Experien necessa: 
for particulars. NATIONAL DE 
REAU, Indianapolis, Ind. 





58 

Ag t to send for ae ree sump 
sian Corn Cure. M. CO! 

W ARIED_The Weste: 


bottle 0 of Per 
5ist St., N. 

rn agency of a lea oe 

Eastern weekly or monthly publication, 

who would make liberal arrangement to secure 

ger2 estern_ business. Sy a Address 

HAS. B. DARLING, 79 Dearborn S| Chicago. 


eral circulars compl a, Pr 
Nem in Bistrict | 0 me 
ieee paint at bul. 
aad ‘ad and oanee des a signe, mailing 
ADvERTIsERS wis wish to reach the people of 
issouri, Kansas, Iowa and Illinois wi _— 
cu 


sam, signs, book: 
cular ear with the CO ENTAL AD: 
VER ISTRIBUTING CO. Plemant Hill, 





~CLASaLPIRD avert abvertiommente, toa) b 
81-2 for PRINTERS INK 


seguen « word, if pal id for in ac vance. or. 
ders not acce; at this rate for less than ten 
words, Ten dollars pays for suaanting ton words 
a whole year: eleven words cost $11; 40 words 
$40. All yearly advertisers are entitled to re- 
ceive the paper without additional charge. 


F Ng ~ G@ MANAGERS — Some newspa- 
pers usin, ne my y work to pull business in. 
Some are selling it for me to local advertisers on 
a com! on basis. It helps the pet: hel ~on 
advertiser, helps me. I write bri; bu 
ads at gn 
nish you plenty of testim 
Write me ut it. 
BATES, Vanderbilt it Bidg., N.° 


A=: SPOON FREE! Printers’ Ink likes 
w sort = ag peoms | use 
who seek advertisi 


are an 
advertiser and t alate of this sort bf tite literature, 
we want it! Tel to save it for us! Send 
us every Satu: lt 


hat have accumulated 
within a week. 
than 


prices, oo can “fur- 
and sam 
CHARLES AU! 
N.Y. 


les. 
IN 


If what you send isa larger lot 
we receive from any one else for the week 
we will send you a silver spoon, and another an 
another, just as long as the lot you send is larger 
than comes m = other person. Please ob- 
from newspapers or others who 
urpose of soliciting advertise- 
busi- 
K, 10 


serve : 

use them for the 

menteeve what , Wamted—n06 0 
Address PRINTERS’ 

Spruce 8t., New York. 


ADDRESSES AND ADDRESSING. 
St NICHOLAS. 


ERSONS who have facilities for bri 
vertisers and consumers ed contact 
Bote of names an 
4 lines, 25 words or less, under this Bena < once 

for one dollar. Cash with order. 


ing ad- 
ao 








SU. PPLI ES. 


AN BIBBER’S 
Printers’ Rollers. 


Y fas for one ork | BRUCE & COOK, 19 
Water St., New York 


Aan. supplies business when noth- 


Try ST. NICHOLAS. 


66 PERL ERLESS” CARBON BLACK 
For fine Inks—unequaled—Pittsburg 


Tse PAPER is printed w with ink manufact 
ured by the W. D. WILSON PRINTING INK 

CO., L’t’d, 10 Spruce St., New York. Special pric 
to cash buyers. 


HEAP as dirt, fine as silk, 1,000 gold embossed 
ee, ag tw nd paper. bine 
cial design to order, com: b> 
PTG. CO., Columbus, O. st 
APER Lay a ‘S—M. Plummer & Co., 45 
Beekman St., N. Y., sell every kind of paper 
used by -- ~L and publishers at lowest pri: 
Full line quality of — Ink 


00 POSTING e DISTRIBUTING. 


GQ ze for mailing 3,000 circulars and 
$30 Ons you 2inch advertisement ree 
3 eRe in AGENTS’ FRIEND 
\D 3 U (Room 3), Smith Bldg., Boston. 


Present 
es fdentifea with the + Publications aveue: 


R office in the 


PRINTERS’ INK. 


NEWSPAPER INSURANCE. 
[="2, Prevent ond future business by using 
N AGIRCULATION What mote Ta landon 7. 


nswers 
Pearson’s Adee ser inct a million 2 New York 
Press and Ad 200 pee cent in a 
yee? CT r—FREE LT) oly 
E COUPON MPANY, No. ff Broad 
New York, is the only agency in the United 
making contracts with newspapers for 
use of coupons. Write or call. Always happy 
to confer with business managers. 


<-> 
AD VERTISING NOVELTIES. 
| be AMERICAN GARDENING pays. 


ADVERTISING rates invariable in ST. NICH- 
OLAS. ete 3 

AY AZZAROTH—Beautiful calendar in colors. 
t Send stamp. BIGGS, Box 645, Louisville, Ky. 


EWING machines will boom your circulation 
Write for cularsand prices. FAVORITE 

FG. CO., 3442 Wabash Ave., Chicago, Ill. 

OR the purpose of inviting announcemente 
Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines, 25 words or 
less, will be inserted under this head once for 
one dollar. 


TO LET. 
ADVERTISING space in ST. NICHOLAS. 


A MERICAN GARDENING for first-class adver- 





ie LET—Front office in ee * 10 Spruce 
Street. Large and von 4 ~y eat ; 
electric light; size about 25: subdi- 

vided into several offices. Rent, ry a yt 
For further particulars address GEO. P. 
ROWELL & CO 


FOR SALE. 

ADVERTISING space in ST. NICHOLAS. 
3. 5 BUYS 1 INCH. 50 
WOMAN’S WOR: 


MPOSING stones, two marble, and cof- 
fins. henge ont waeee uoins yt ked. 
Chases used sellcheap. HEBER 
WELLS, 8 Gprace 8t., * York. 


NEW newspapers. A list of the names of the 
new newspapers started each week, fur- 

nished 3s 9 oot Bee oi For terms dress 
RIDGE 375, Ridgewood, N. J. 


S cede lots ~ écauabio nervous debility let- 
ters, subscription letters and 
letters for sale, or rent for My 
LEFFINGWELL & CO., Boyce Bdg., 


Chicago, 111. 
‘OR SALE—Having bought another office. we 
have a lot of type an 


ee in con- 
dition for sale “- Also one 6-co uarto 
Fairhaven sae ne Teol. folio Prouty. 
VINDICATOR, Valley Falls, Kansas 


lwo anomie, illustrated magazines, 
one or both for sale. Price, $15,000 ne Lamont 
have a fine circulation, steadily growin, 
Pons ng beg Comrachs, consta etantiy i 
rienced man: 


copies Proven. 
Seer , Ga, 


Ls 
‘remain, 
3 8 300 ° & CARLETON, 202 wi 
¢ 83, WILL buy the an 4 new: 

_— in a village of 3,500 in 

28 00.5 with steam power, presses ai 

complese and perfect outfit throughout. 
other pene house within 15 

nd the balance in long time 

Ad. “ ADMINISTRATOR. ” care Printe 


down @ 
Fo SALE—The whole or part interest in THE 
EVENING LEADER and job printing establish- 
r published in the senato- 
rial distric ae ng the cit rd Manchester 
and the counties of Chesterfield, Powhatan and 
Goochland, and Jn ye & the only job printing 
istrict ‘'erms - Address 
P. OWEN, JR., Manchester, V: 


per 

payments. 

rs’ Ink. 

ment. Onl fe ewspa 
co 


BENJ. 





PRINTERS’ INK. 


MISCELLANEOUS. 
St NICHOLAS. 


ADVERTISE in AMERICAN GARDENING. 
Vue BIBBER'S 
ters’ Ro! 


Liers 
~ ILK pieces fo: azy work. 
S per 100 up. K. Mw LEM MARIE, Littts 4 ND. 
IPANS TABULES cure headache. A standard 
remedy. Order thrcugh nearest druggists. 


ELECTROTYPES. 
EN ou need anytt thing in the electrot 
Line, write to oT REYSER 5 Beekma: do 
“Swe quantity and = "deaioed 
"ADVERTISING ELECTROTYPES. Fates 
light-weight metal backs. 
Prompt service. Wood or metal. WM. T. ‘BAR. 
NUM & CO., Electrotypers, New Haven, = 
I iy -y- use the Cellutype because t: 
made of celluloid, hence are very ix 
and can be sent by at small pees; ore 
more durable than electro’ 
brass die. utactured by the and ce 


Seltimone Md Ma.. U 


sand eltutyping mn nguinachin 


_ ea 
ADVERTISING AGENCIES. 
A™ indorse ST. NICHOLAS, 


pues rates for AMERICAN GARDENING. 
O L. MOSES, 132 Nassau St., N. Y., publishers’ 
« special agent. 


RO. W. PLACE aEWEr APE ADVERTIS- 
ING. 52 Broadway, Nev New Yor! 


Gres 8. enAnrs.¢ special a¢ saver agent for 


Bahasa Advertising and Purchasing 
4N Agency. 19 East 14th St., New York 
Ci: K.HAMMITT, Advertising,231 Broadway, 

will serve you —r nt pometta 
1 00 I EADING dailies, circ. 
FLETCHER ADV. AGENCY Gleve na, 0. 
Iz you have in min 
anywhere, ae 


adem Be a line of advertis- 
No. Wissiee St., 


CRANS, Room 4, 
['z°3' intend to sive in any manner in the 
consult us. HERMAN J. MARTIN CoO., 

1902 7th St., Washington, D. C D.C. 


¥ you wish to advertise an 


a 
a | time, write to the OWELL 
ADVERTISING CO., 10 . 10 Spruce eg New ‘York. 


- where 


ICKS’ New: r or Advertising Agency, 
H WILLIAM iiCKS, prepriesor, 
Nassau St., New York. 
A LIVE Washington letter eter in a for ad- 
vertisin, K in you : bag us. 
ones TIN CO., 1902 7th St., Wash., 
CHA FULLER’S NEWSPAPER roe 
J AGENCY: 112-114 Dearborn St., Chicago, IIL, 
Temple Court, New York Established 1880.’ Es- 
timates ch heerfully fi furnished. 
CONGRESS isin session. We are’ co nd- 
/ ents and seporsees’ for ANS MA all over 
the U 8S. Write us. —— NJ RTLN CO., 
1902 7th St., Washi ans Cc. 


T= INTER-STATE ane AGENCY, 
of Kansas City, Misso @ young and suc- 
cessful institution, would Miike an opportunity 
to compete for your business. It charges noth- 
ing for name, experience or ability—only for 
the space Our rates are what you wan 

ask for them. 


ADVERTISING MEDIA. 


DVERTISERS’ GUIDE. Mailed on receipt of 
stamp. STANLEY DAY, New Market, N. J. 
I COVER the State of Indiana. 13 leading dai- 
lies. FRANK 8. GRAY, 12 12 Tribune Bldg., N.Y. 
NY person advertising m PRINTERS’ INK 
AX to the amount of $10 is entitled to receive 
the paper for one year. 


ADVERTISEMENT CONSTRUCTORS. 
S* NICHOLAS. 


T RY AMERICAN GARDENING. 


CNanderbut USTIN BATE Bates, FH. York, 620 
Vanderbilt we Ads, $ cireus — hares 
Original id: 


GRBENP publishers find m = my 2 content “ ed. 
copy” Ang It increases lation, Pol- 
itics to suit. T. HAMMOND, Goonak RL 


VERBAL “ le” to a business bait 
often aon ne e 2S and interest of a ve 
cautious ** SCARBORO, Station 
Brook’ 
Send for 


lyn. 
A NEW departure ina inad writi 

ticulars, naming your line o business Have 
done good work, an lg uplicate orders. 
J.C: DUPORT, Westfield. M 
I’ an advertisen.ent, circu elrouar or pamphlet is 

Lng pl in ‘in language and looks* from other 
at will be _— ob Tee M Lass 2 
wri that kind. Lock Box 283, Brooklyn, N. Y. 


‘ [HERE is something abou a= your business that 
needs ng. re’s a way =* telling it 
= may be you haven’t thought 
too, may be—my way. Shall * Feil it 04 
youl If you are a retailer and will agree to w 
ads during #4, a yatte them +. *plocks of 
~ as ad. > 7 G sam es, Your 
Fe a 't like thee, ) AKLES 
AUST Aa DATE ance Bidg., New York. 


PRE ‘MIUMS. 
Wa by Advt. Dept. AMERICAN GAR- 


“BE: o’ Brownies” (rubber stamps, retail 

25c.). EAGLE SUPPLY CO., New Haven,Ct. 

Ov-RS catalogue has the best premiums. HOME 
BOOK COMPANY, 142 Worth 8t., NewYork. 


yng! machines half p 
free. AM. . MACHTN icago, Ill. 


j Saararee, Premiums. Largest line, lowest 
R ay RIEL BOOK CO., 1113 Market St., 
Phil — 


T. NICHOLAS celebrates his twenty-first birth- 
day so successfully that the first edition of 
the November number is all sold. 
YREMIUMS—Sewing machines are the best. 
Will increase your circulation. FAVORITE 
MFG. CO., 342 Wabash Ave., aeeage, Tt. 


= 


rice to blishers. 


VE CO., 


THEATER PROGRAMMES. 
at gd in N. x , Coaster 


rp 
"93-4 rates. etc., 
Apoua STEIN, 113 E 5 lath 8t., N. ¥ 


mes, 
address 
STREET CAR ADVERTISING. 


7RITE TO FERREE, First National Bank 
Bidg., Hoboken, N. ‘ 


—_ ~>>— 
ILLUSTRATORS AND ILLUSTRATIONS. 
S'- NICHOLAS. 


F° OR magazine illustrations, H. SENIOR & CO., 
10 Spruce 8t., N. Y. 
l ESIGNS, sketches and illustrated etn drawn. 
E. LUTZ, 165 West Ave., Buffalo, N. Y 


ANDSOME illustrations and initials tor ny 3 
— Bsn ies and general = 
ent catalo: b3 
AMERICAN it 


ifle ogu 
USTRATING CO., Newark, N y. 


>: 


BOOKS. 


ANGER SIGNALS, a LS, a manual of 
hints for general advertisers. 
ress PRINTERS’ 


ractical 

ice, oy 
mail, ce INK, 10 
Spruce St., New York. 


‘é Ts PREPARATION OF ADVERTISE- 
=. oo little book on this 
subject. mail, 50 cents. Address 


PRINTERS’ y INK, by Spruce St., New York. 





PRINTERS’ INK. 


pieced ta each of 140 local weeklies ; 
needed. Un10N 08. Oo ts Vandewater St, 5 i. 


BF INDEPENDENT. Own your news- 
q te for estimates to to PICTORIAL 
ES CO., 132 Nassau St., New York fer 


HE Church Press Association, Incorpo 
publishers of twenty Church Magazines com 
St., P ie. Se 
‘a 


OMEs AND HEARTHS i is a winner for Fs 
vertisers ; 50,000 pA put it with th wane 


“ 40c. line; 
TENBERG’S 4G AGENCY, 21 Par! ape Row, 


TS reach the ers enon in the 
Canada 59 pam. rr 
eekly. Special 1 ne 
iargest advertisers in U~ list. Ad- 
for rates, etc., CANADA i READY: PRINT 

CO., Hamilton, Can. 
qa 5 IN YOUR ORDERS FOR 18%. Yearly 
orders for ou advertisements in 
will be seg TD conte aline 
while pi mtracts 


With them the ne right "to S cliienal 

carry em use 0! 

Madrées PRINTERS INK. 10Spruge St..New York 
PRINTERS’ INK. 10 INK, 10 Spruce St.,New York, 


*RATERNITY PAPERS—1 am special int for 
I all the o and leading rs of “the va- 


Royal A 
num, A. O. hts of hias and alt oth. 
Send hes cians | Send for gf Eythe ar GEO. 
8. KRANTZ, Special Agent, 102 W. 14th St., N. Y. 


DISTRICT OF COLUMBIA. 


LERT advertisers advertise in KATE FIELD'S 
WASHINGTON, Washington, D. C. 
> OF COLUMBIA-—In its issue of Feb- 
28th Printers’ INK will — 


ruary - 
article on the subject: “ W copie ut the, 
vertiser use to reach Was people of the District of 
Columbia!” Contributions are from 
persons yee deem themselves 
pare such an article. If use is 
éle sent in, in mse to this invi' 

will be given, and our pelon fo Pat will 

te entitled toa year’s epee 5 PRINTERS’ 
Ink in payment for service rendered 


GEORGIA. 


T= ENTERPRISE, mead Ga., all home 
pent 1,000 subscribers. 
HE OLD HOMESTEAD is the 1 —in fact, 
the onty—i h-class magazine in South. 
I n is largely omens the most yr 4 
gent and influential class of readers. As an 
medium for Teaching the best wate i. 
ihe South and Southwest THE OLD Ho rae 
unsu’ Deaiers whose appeal to 
women or the family ¢ circle find it more use- 


ful than other ublication, REN LE 
publ on a living 


MASSACHUSETTS. 


40 WORDS, 6 times, 0 cents ENTERPRISE, 
Brockton, Mass. Circulation, 7,000. 
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and PERIODICALS. 


COLORADO. 


tag — —In its issue of February 7th 
rouree t = = publish an article on the 
rs shall an advertiser use 

ple of Bg 


selves none ee to sone h 
use is made of any article sent in, in response to 
this invitation, due credit will be ‘given, and our 
mdent will be entitled to a year’s sub- 
soription to F to PRINTERS’ INK in payment for serv- 
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CONNECTICUT. 

O daily in Eastern Connecticut has so don 
a circulation as THE DAY, New London 
Lien HOME JEWEL, New Haven, Ct. 
h-Class M: Will pay advertisers. 
i hold Pilot 
Th ana'Modern Queen, NEW Haven. 
Circulation oe into every State an 

ONNECTICUT—In its issue of eb i ak 
Sere InK will pul — an article on — 


ertiser 
Contribu- 
from persons who deem them- 














sub; : by T= 7, rs shall an adv 
to reach the I~, le of Connecticut !” 
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—_ competent to pre} 

is made of any article —_ in, in nse 
this ee, ane credit wi ll be given, and our 
col ndent will be entitled to a year’s sub- 
scription to ’ InK in payment for serv- 
ice rendered. 


DELAWARE. 


[AWARE —In its issue of February 2ist 
InK will publish an article on the 
subject : “ What pap hal 
to reach the peo Contribu- 
tions are invi Fone persons who deem them- 
selves competent to prepare such an article. If 
use is made of any article a in, in response 
this invitation, due credit will be given, and our 
correspondent will be entitled to a year’s sub- 
scription to ? INK in payment for serv- 
ice rendered. 
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Will insert your ad free if we 


MICHIGAN. 
FREE :: Gon’e | png — every month. 
| 4 Be Month, Detroit, Mich. 


MINNESOTA. 


Dew ‘ou want to reach the Cncasvinast MIN. 
POLIS TIDENDE, Minneapolis, Minn., 
has 10,000 sworn Write for rates. 


Minneapolis, 


The Housekeeper, “"itinn: 
cussigus’ — Pays Advertisers. 


MISSOURI. 


HOME CIRCLE, St. Louis, Mo. is the best 
edium in the West. 75,000 
th. 50c. per agate line. Estab- 




















‘Teta 


. MEDICAL BRIEF, monthly. St. Louis, has 
issue teed b. 


$ gular * of 30,473 Bo. pies, : y 
me ry, a larger circula- 
tion than any ot a modienl journal in the world. 


NEW JERSEY. 
THE EVENING JOURNAL, 


JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find (T PAYS! 


NEW YORK. 


St NICHOLAS. 


T= Le Roy (N. oe GAZETTE is a first-class 
weekly newspa) 

EWBURGH, N. r — 25,000. The leading 
newspaper,daily and semle -weekly JOURNAL. 
= HARDWARE DEALER’S MAGAZINE. 
Rate, $1.25 inch month. 78 Reade St., N. Y. 
MERICAN GARDENING is the best for —-7 
inte or — ae Lowest rate for cir- 

cula’ on 
































A's cas UNION, every even- 
d and WEEKLY TIMES, reach everybody. 
A ling, ania We Favorite Home paper, 





PRINTERS’ INK. 


A COMPARISON soe 
1892 THE EVENING POST 
Detained S77 lines more advertising 
than any other evening paper in New 
York ‘City, a@ visible concession to its 
superior value as an advertising medi 


ADVERTISERS «keep your eye on 
GODEYS” 
arr ee. 

*4 & for the mart of 1,”” 


which means—“ Practical Rigi choice of any 
American Periodical Fre 








Mazn.2 Saosgrower, and proprictot 4 
Seteres ae aS 
——e =>. ee OF the at 
head! t eptions, 
wo exce 
than tw 


none of the others yielded more 

the cost of insertion, and forty-six of Rah - 

did not cost of insertion. The list ineluded 
ome Journal and the | magazines 

and horticultural joureate of the country. 

Yours sincerely, WM. B. REED.” 


RHODE ISLAND. 


[T= NEWS, Provan. R.L., every evening, 
ONE CENT. 10,000 cir 











NORTH CAROLINA. 


ur Southern Home,40p. mo. I tion jour. 
nal. Cir’n large, advg. rateslow Hamlet,N.C 











WASHINGTON. 


GEATILE TELEGRAPH. 
A 








OHIO. 


CS yt < yh ( re" Soushers, and Southeast- 
ee advertisers, 


SEATTLE TELEGRAPH, the leading 
S‘5 tic daily north of San Franci 


WISCONSIN. 


WW ISCONSIN AGRICULTURIST. Racine, Wis. 
Proved circulation, 30,000 ; 20 cents a line. 


MANITOBA. 


ss MANITOBAN eon ), Winni- 
peg, Man. Circ.,3. ,000. 20c. a line. 


CENTRAL AMERICA. 


fh 
ural journal |)ANAMASTAR AND HERALD~— D. and w.; pub. 
ay oert Coutk. rare 2° “ad” at Panama ; est. 1849. E eee jpan. edidions 
cover ry Cent. and So. America. Cir., =. 
ms are ANDREAS & CO.. gen. agents, 52 Broad St., Y 
ECK, 193 World. Blidg., 


CANADA. 
PEN NSYLVAN IA. 


6é _= friends. Small jue, ef: 
Bective thee “ Printers’ Ink.” 
artabarsn PRES: has the targest circuia- Splendid AM Ticks 4 yo it laughs with 
m rating of any that city.viz: 400.964. harvest 
SALAY 











ly, 12,500 
oaamey 17,000, wen 3000 savers the 
field. All leading a advertisers use it. 
‘ ye S ee eee age ced b b; “th Oe teste 
medium anoee e letters 
received from aivertisers t the publishers 
« L e large number of Ct received in an- 
to their advertisements. GEO. 8. BECK, 
193 World Bldg., N. Y. City, Eastern Manager. 
oe AMERICAN FARMER AND Fane 
there aoa doubt of it -the 
coe of any — 
blished anywhere 
































. Nuff sed. 4 Adelaide St., E. Toronto. 
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If you think a printer who uses the best 
ink, the newest and most modern faces 
of type, and employs the best mechanics 
in the business, can be of service to you 
in telling the public that which you want 
them to know, address 


WM. JOHNSTON, 
MANAGER PRINTERS’ INK PRESS, 10 SPRUCE ST., NEW YORK. 
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PRINTERS’ INK. 
ReadpeMMade Advertisements. 





Original Suggestions From Various Contributors. 





(Revised and edited by Wolstan Dixey). 





For a Patent Medicine or a Drug Store. 
IT’S A | 


SIN | 


to be*sick. Whose sin? Yours, if you | 
stay sick ; and the sin grows blacker every | 
day you neglect Doctor Leech’s Golden | 
Globules, one box of which wuld set you 
all right. 





For a Hat Store. 
THE 

| 

HAT | 
MAKES THE | 


MAN 


People judge you by it. Self respect—and 
often good Selene comes with a new hat. It | 
is the poor man’s necessity and the rich man’s 
pride; and you can have it for $2.50 at our | 
store, the same shape as the $5.00. The} 
latter wear longer. 





For a Grocery—(By W. C. Baker). 


IS 
YOUR 
CAKE 
DOUGH 


or heavy and solid, not fit hardly for | 
any one toeat? Probably the cause of | 
it is r flour, second or third grade, 
no doubt, sold you for first-class goods. 
{f you’re tired of it, why not try our — 
brand? Every sack will give satisfaction— 
our word for it, 
The people come the second and third time 
for our excellent teas and coffees. 








For a Shoe Store—(By W. C. Baker). 
WE extend to you a cordial invitation to | 
leok over our stock of boots, shoes, rubber | 
goods and felts. If you ARE needing any- 
thing of the kind, our line is complete, THE 
styles innumerable. If you would like a neat, 


shapely, dressy SHOE, 


kindly remember | 


us. The PEOPLE all are welcome. b 


For Furnace Business. 


** Let us reason together.” 


OUR CLAIM 


|. . . ‘ 
| is that the Hotting Furnace is superior to any 


other in the market. 


OUR REASONS 


are that it gets more heat out of the fuel, and 
saves and distributes it more economically. 
Every product of combustion is utilized. It is 


ECONOMICAL, 
DURABLE, 
GAS-TIGHT, 
SELF-CLEANING. 


{Each maker must for himself on the 
important “whys and wherefores” of his own 
furnace. He must sum up the peculiarities of 
general construction: Is it a perpendicular 
system! That is a strong point. Has it extra- 
ordinary radiation?! Are the castings specially 
adjus' to heat and cold! That saves break: § 
Make the main principles strong and poin' 
The catalogue can go into the small details.] 





For Shoes—(By Bert M. Moses). 
Passing of the 
Corn Doctor. 


Statistics show that three years ago 
there were 9,427 chiropodists in this 
country. Last year there were 4,002 


The Phitt Shoe 


was put on the market three years ago, 
and its sale has been phenomenal. The 
decadence of the corn doctor is thus 
explained. 


COMFORT TAKES THE 
PLACE OF CORNS 


when you wear the Phitt Shoe. The 
price is only $3.50, but it ought to be 
more. 





Fora Jeweler. 


DARK 
MORNINGS. 


We have an alarm clock that is trained to 
say, gently, “ Pilllink!’’ Just enough to 
wake you without startling. It costs only one 
dollar. Of course, we have everything else in 
clocks, watches and jewelry. e would like 
to show you some novelties, You needn't 


uy. 
TICK, TOCK & CO., 10 James St. 





PRINTERS’ INK. 
Ready-Made Hdvertisements. 


Original Suggestions From Various Contributors. 


(Revised and edited by Charles Austin Bates). 


ror a Groter—(By Carl Barat). For Tobacco By J. S. Briggs). 


WORDS PUT THIS 
ABOUT TEA. IN YOUR PIPE, 


As an invigorating, healthful beverage | It is a sample package of the new CAPITAL 
tea has few equals. The question of |MIXTURE. Youcanget Nr 
which kind must be answered by the | fora week from January 26th, at SMITH’S 

lates of its drinkers. A great many | CIGAR STORE, roaState St. Itis fragrant, 

ike the - It costs ———a pound. | mild, will not bite the tongue, and in large 
It is strong —a pound lasts a long time. | packages comes in an air-tight jar that will 
| keep it moist for a year. Stop and get a 
| package, 


For a Tailor. | AND SMOKE 
“EVER OF THEE” IT!! 


“*we are fondly dreaming’ and of that 
trial order w “a -r are some day | 
going to give us, It's these same trial | i 

orders that ~~ brought us so much | tor Dry Goods. 
regular trade. If it be for one of these | OUR 


—< | 
‘LIMITED 
For any Business—( By C. A. Bates). | LI N. EN LI S T. 
LITTLE THINGS. | tap our’ Cleo fa cieestatine aliaa in 


What a chance for an essay or a sermon py ng il time we ave guing to Sine 


on that subject, Little things are the Some of the prices are ridiculously low. 
most important. It is the little ——-. 4 some very lowe and some just oem 4 low, 
that make life happy or miserable. It but there’s plenty of inducement to buy. 
is the little things in the busi- Linen, like {4 “‘ Hath all seasons for 
ness that we look after. The big ones it’s own.” It’s as good one time as 
seem to care for themselves. another. This “‘one time’’ is detter 
than another. 

Here are the figures on a limited list: 

















For a Druggist—(By E. L. Couillard), 


A For Country Store—(By Chas. Shepherd). 


WOMAN The Best 
OF YOUR Of Everything 
TEMPERAMENT is not always available b Pag who 


live in country towns, rsets, 
. ” 
knows what she wants, and wants to get for instance. Here is the “‘ Ever-fit, 


what she asks for.without any circum- 
locution. We make it a point at our 
store to give you what you call for and 
don’t show you ‘* Something just as 
gee * If you ask for Drugem’s Ara- 

ian Perfume you will get an article you 
have long wanted. It is a perfume, 
delightfully fragrant and lasting, Try 


which city folks swear by, has been al- 
mest an unknown quantity in Pleasant- 
ville until the Boston Store took hold of 
it. But now, thank goodness, with a 
prospect of good times coming and the 
possibility of wearing the ** Ever-fit”’ 
Corset, 


it free at ‘“‘We may be happy yet, 


DRUGEM’S DRUG STORE, You bet 99 


BoomTown. 








Anybody and everybody is at liberty to change over these advertisement suggestions to 
fit them to their own use—that is what they are here for. Advertisement writers are in- 
vited to send in suggestions ; if used, due credit—name and address if desired—will be given, 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


Issued every Wednesday. Subscription Price : 
Two Dollars a year. Three Dollars a hundred ; 
single copies, Five Cents. No back numbers. 


GEO, P. ROWELL & CO., 
Eprtors AND PuBLisHERS, 
Norg.—Except by special assignment, PRINT- 
ERs’ INK does n invite contributions from 
persons who expect return of unused man‘ 
script or to be paid for their contributions. 


Oprices: No. 10 Spruce Street. 


NEW YORK, JANUARY 17, 1894. 











THE publishers of the Bangor Com- 
mercial are trying to get from the Post- 
Office Department a statement of what 
each paper in the state of Maine pays 
‘for postage, and assert that if they can 
get it, it will show conclusively the rel- 
ative circulation of the different papers, 
and will show that the majority of the 
papers are given a rating in the 
American Newspaper Directory from 
50 to 100 per cent more than they are 
entitled to. This statement is the 
more remarkable when it is remem- 
bered that the Directory ratings are 
barely one-half as high as those given 
by the various advertising agencies 
that issue hand-books for the guidance 
of advertisers. In N. W. Ayer & Co.’s 
new book the Bangor /Vews is rated as 
having 5,600 daily and 14,200 weekly, 
and this, the Commercial people assert, 
is more than three times what they 


print. 


It is shown, from a statement fur- 
nished the American Newspaper Di- 
rectory, that the New York Zvening 
Post printed, in the year 1893, 7,558,- 
940 copies, an average of 24,463 daily. 
It is doubtful if any other evening 

per in America receives an advertis- 
ing patronage so generous and lucrative 
as is accorded to the Evening Post. 


THE Framtiden Publishing Com- 
pany, of Rockford, Ill., proprietors of a 
popular Swedish newspaper there, have 
made arrangements to supply ‘‘ patent 
insides” to other Swedish newspapers. 
There are already between one and 
two hundred of these, and it is a sur- 
prising fact that the average circulation 
secured by them exceeds, three or four 
times over, the editions of the average 
American newspapers printed in En- 


FRATERNITY, BUSINESS AND 
POLITICS. 


A letter from the publishers of the 
Oil City, Pa., Derrick, dated January 
3d, 1894, informs the publishers of 
PRINTERS’ INK that: 

The average circulation of the semi-weekly 
Derrick was more than 6,000 as far back as 
1889, and for 1893 it was over 10,000, 
and the letter goes on to say: 

We would like to state further that by a 


u- recent contract with a fraternal order the 


circulation for the semi-weekly fur 1894 will 
average Over 20,000. 

In PRINTERS’ INK for January 3d 
attention was directed to a Connecticut 
paper that had arranged with a Bridge 
Manufacturing Company to send some 
thousands of copies every month in ac- 
cordance with a contract entered into 
to that effect in connection with a page 
advertisement. It was not made plain 
whether the papers were given in con- 
sideration of the advertisement, or the 
advertisement in consideration of the 
sale of so many subscriptions. As we 
understand it, the last might be per- 
missible, but the first would be abso- 
lutely wicked. It is and always has 
been legitimate for politicians to pay 
for subscriptions by the hundred, 
thousand, or tens of thousands, but it 
is generally supposed that this must 
not be done by fraternal societies or 
business men. PRINTERS’ INK will 
endeavor to learn from the Post-Office 
Department whether the practices of 
the Berlin, Connecticut, Mews, and the 
Oil City, Pa., Derrick are permissible 
for every publisher, or are simply 
tolerated by the department in these 
cases, while they would not be in any 
other; or whether the practice is in 
fact wrong, from beginning to end, 
except at election time and for political 
journals, 


——___—.¢--- 
MISFIT NEWSPAPERS. 


At the meeting of the Republican 
editors at the Fifth Avenue Hotel, N. 
Y., January roth, A. O. Bunnell, of the 
Dansville Advertiser, ‘told about the 
influence of the County Weekly News- 
paper in Political Campaigns,” and 
there was a howl of applause when 
Mr. Bunnell said that ‘‘the most 
notorious misfit in a political cam- 
paign is the political supplement sent 
out from headquarters,” 


SESE SS Sa, 

SEND for a copy of the Los Angeles, 
Cal., Weekly Express ani see what a 
pretty heading it has, 





PRINTERS’ INK. 


OcrToBER 2d there were sent. out 
from the office of the American News- 
paper Directory 19,051 letters ad- 
dressed, one to the publisher of each 
newspaper or periodical catalogued in 
the 1893 edition of that book. This 
was to give them an opportunity to re- 
vise the descriptions of their publica- 
tions and furnish information upon 
which correct circulation ratings might 
be based for the 1894 Directory. Up 
to the first of January replies had been 
received from 7,923 offices, and it was 
noticeable that the circulation reports 
covering a full year were considerably 
in excess of the total number received 
for any previous edition. On January 
2d, in accordance with the customary 
practice, a duplicate letter was sent to 
the 11,128 publishers who had not re- 
sponded, and they were advised that 
the forms would be kept open until 
January 16th to receive their reports. 
The number of responses to the sec- 
ond application hardly reached ten per 
cent of the number addressed, but it 
was somewhat surprising to note that 
the circulation reports that did come 
after the beginning of the year were to 
a larger degree from publications of 
prime importance, who appear to have 
delayed sending a report until it could 
be made to cover an entire calendar 
year. Reports are received and con- 
sidered up to the very day of furnish- 
ing copy to the printer; but the last 
day upon which every publisher could 
be certain that his report would be in 
time, was Tuesday, January 16th. Ad- 
vertisements for the Directory will be 
taken as late as March 15th, and even 
later from States belonging in that part 
of the book which, on account of the 
alphabetical arrangement, does not go 
to press until the work is nearly com- 
plete. It is an interesting commentary 
upon the willingness of publishers to 
do exchange advertising, and their un- 
willingness to pay cash, that last year, 
when all orders were_accepted on the 
exchange system, the Directory re- 
ceived about 4,000 orders, while this 
year, payment in cash being insisted 
upon, the number of orders does not 
approach even ten per cent of those 
received the previous year, although 
the price demanded is reduced nearly 
one-half. 


+> 





People do not look for anything but local 
news in a summer resort daily, and the more 


names, 
sold.— Norman 
Printer. 


rticularly of women, the more copies 
. Penfield, in the Inland 


ADVERTISING AMONG FARMERS. 
E.V. Bentley in the Inland Printer. 


If the farming fraternity were prop- 
erly looked after by an advertisi 
solicitor, a good trade could be work 
up. I believe that if one or two papers 
in each county should take up this field 
they would find it highly profitable in 
time. At first sight a farmer could 
not, as a rule, appear to have anything 
to advertise, but if the rural readers of 
a paper once became infected with the 
idea of advertising, ten to one but that 
they would follow the example of their 
woolly flocks, and fall in line one after 
the other. 

Farmer Smith, who has a fine lot of 
standing timber for sale, might easily 
find a purchaser for it did he put an 
announcement of the fact in the paper. 
In turn he would be apt to notice, in 
reading his own advertisement, that 
Farmer Jones had more manure than 
he needed, and he would, therefore, 
become not only a seller, but a pur- 
chaser as well. Another farmer, with 
an over-supply of yearlings, might very 
properly advertise that fact, together 
with the further news that he is willing 
to make a fair exchange for corn in the 
shock ; while he who has a fine lot of 
fence rails ready for delivery, and 
wants some young fruit trees, could 
unquestionably achieve the pinnacle of 
his hopes by advertising at a low rate. 

column similar to those under 
the headings of ‘‘ Wanted” and ‘‘ For 
Sale” in the city papers can be made 
an interesting and profitable feature. 
Charge one cent per word, set the ads 
in solid nonpareil, and you can get a 
great many words inacolumn. This 
department could be made particularly 
attractive among the farmer readers, 
as well as those residing in town. 

The cheapness of the advertisement, 
and the fact that the advertiser knows 
just what his announcement is going to 
cost, are both features that will help 
along the business. 


NO DULLNESS THERE. 


Of the two largest clothiers in New York, 
the house that never advertises discharged 
nearly all its cutters weeks ago and has noti- 
fied thirty salesmen and stock keepers that 
their services will not be needed after Janu- 
ary 1. hereas Messrs. Rogers, Peet & Co, 
(we have it on good authority), who are con- 
stant newspaper advertisers, are keeping their 
cutters hard at work, and have notified their 
army of employees that nore will i 
charged. 





PRINTERS’ INK. 


** THE HARTFORD. TIMES.” 


It has been the often expressed opin- 
ion of persons interested in advertising 
in Connecticut that 7e TZimes is the 
only paper in Hartford about whose 
circulation anything can be ascertained 
for certain. 

The following sketch of Alfred E. 
Burr, the founder of that paper, is 
taken from the New York Zimes of 
Tuesday, January 2d: 


Alfred E. Burr completed fifty-five years 
of journalistic life yesterday. He isthe oldest 
newspaper man, by actu F og of service, 
in New England, and is still a daily occupant 
of the responsible editor's desk in the office of 
The Hartford Times. Mr. Burr became the 
editor of the paper, which has distinctly borne 
the impress of his character and genius for 
half acentury, Jan 1, 1839. For twelve years 

ior to that time he had been connected with 

he Hartford Courant, and was foreman of 
the printing department. On March 2, 1841, 
Mr. Burr published the first number of 7/e 
Daily Times. He was then the sole owner 
ofthe paper. He made it from the outset the 
leading Desecnatis journal in the State, It 
has never been an organ. The paper’s inde- 

has been its most notable character- 
The convictions of its editor and 
manager, his conscience, in a word, clear as 
the daylight, have been at the helm every day 
duri t fifty years. Mr, Burr, who 


istic. 


e 
could have been governor of the State time 
and 
ah 


in had ‘he said the word, has not been 
older of office in the sense in which that 
term is used. Only twice has he consented to 
represent his native city in the general as- 
sembly. He was a member of the house in 
1853. Thirteen years afterward, at the con- 
clusion of the civil war, he was again sent to 
the legislature. 

But no man in Connecticut has done more 
to shape Democratic management and admin- 
istration. For more than a quarter of a 
century he headed the Connecticut delegations 
in the national conventions of the party, and 
was the foremost supporter of President 
Cleveland’s nomination at Chicago in 1892. 

———_—_ +> __——- 

ADVERTISING : An extension of your 


shop front in the newspaper. 
Domestic Magazines: Wives who 
are always blowing up their husbands. 
THe best illustrated paper: A bank 
note, 


ee 
AN ADVERTISER’S CHECKING 
CARD FOR ALL USES, 


By Geo. P. Rowell. 


Take some sheets of smooth manila 
paper so heavy that when cut into 
pieces, say 534 by 8 inches, they will 
appear to be thin cardboard. 

Across the top of each card write 
the name of the newspaper, frequency 
of issue, and place of publication— 
town and State. 

Below, specify date of sending order, 
space, position, changes, time, or num- 


ber of insertions required to complete 
the contract, price to be paid, and such 
instructions as compliance with will be 
insisted upon. 

On the lower half of the card let 
fifteen lines of figures be printed, 
running from one to thirty-one, to rep- 
resent the days of fifteen months. On 
the opposite page is printed a model 
of such a card. It should be printed 
with a light ink (yellow or pink), over 
which one may write freely with black. 

When the advertisement appears and 
the paper containing it has come to 
hand, write the name of the month to 
the left of the first line of figures, and 
indicate the first insertion on the figure 
representing the date which the paper 
bears, using some mark easy to make 
and the meaning of which will be plain 
to yourself. 

The next line of figures will do for 
the following month, and soon. The 
fifteen lines will leave sufficient leeway 
to make up for omissions, wrong in- 
sertions, missing papers, etc. 

It will be well to fix upon a code of 
simple marks which shall indicate 
‘“‘correct insertion,” ‘* short space,” 
“* wrong position,” ‘‘ bad impression,” 
and any other fault of which a record 
is desirable. 

A memorandum of payments can be 
made on the back of the card, if it is 
not desired to keep a ledger account 
with the paper. 

A checking card arranged in this 
way will answer for a daily, a weekly, 
a monthly, or a paper appearing at any 
other intervals of time. 

A package of these cards arranged 
alphabetically, with a rubber band 
snapped around them, is a complete rec- 
ord of the advertising being done in a 
State, a city—or in all the country. 

An advantage of this system is the 
facility with which a card can be dis- 
posed of when no further need for ref- 
erence to it exists. It can then be 
thrown away, destroyed, or filed with 
letters or other papers. Systems of 
checking in books do not have this ad- 
vantage, and many pages soon become 
filled with records which are ‘‘ dead” 
and (worse than useless) very much in 
the way. 

Checking cards, such as are here in- 
dicated, can be furnished by any job 
printer for five dollars a thousand. 
Mr. William Johnston, foreman of the 
Printers’ Ink Press, is delighted to fur- 
nish them at that price, and to make a 
reduction when large lots are ordered, 
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PRINTERS’ INK, 


HOW TO GET A BIG CIRCULA- 
TION. 


The business manager of the New 
York Recorder, in a communication 
printed elsewhere, refers to an asser- 
tion that has been made: That the re- 
ligious newspapers exaggerate their 
circulations most, and the agricultural 

pers are next in that line. The fact 
is, that in these days of cheap paper 
and fast presses no newspaper sustains 
a large circulation that is not pushed 
by unusual and energetic methods, and 
sold at nominal subscription rates. The 
tendency of the times is toward giving 
away the paper and relying upon the 
advertiser fora profit. Many a farmer 
is receiving to-day an agricultural pa- 
per that he subscribed for half a dozen 
years ago, more or less, and has never 
paid or been asked or expected to pay 
any further subscription. Once a sub- 
scriber always a subscriber, is said to 
be the rule with more than one success- 
ful money-making paper at the present 
time. 

The weekly Recorder is a new paper, 
yet it already prints 100,000 copies 
regularly. The representative of PRINT- 
ERS’ INK who called to learn how this 
result had been brought about reports 
as follows : 

I found Mr. Vick, the business manager of 
the weekly Recorder (N. Y.), surrounded by 
a ton or two of addressed wrappers and cir- 
culars, which half a dozen clerks were work- 
ing at. In response to my inquiries he said : 
“We try to make a paper that people will 
want for itself. We fill it with pictures, We 
try to give the biggest dollar's worth they 
ever had, and then we ‘ throw in’ a premium 
varying in retail value from so cents to $2. In 
addition to this each subscriber is given a 
chance at a guessing contest—or rather a sci- 
entific problem—for the correct answer to 
which we offer 300 prizes of varying value, 
a ond $3.00. Rae a ee 

“This guessing contest is bringing in thou- 
sands of new names, but we find also that the 
attitude of the paper on different political 
conditions has its effect. Our offers are ad- 
vertised in a great number of papers, but it is 
from sample copics that our best returns come. 
They go to people who have sent money, in 
response to advertisements, during the past 

ear, and fully nine out of every ten names 
in with ‘Mrs.’ 
suggested that the weekly Recorder 
seemed to me good enough to “ go”’ without 
a premium, to which Mr. Vick replied: * Yes, 
of course; but the Youth's Companion gives 
premiums; the Ladies’ Home. yea! gives 


miums, Even the Century is doing it. We 
Eioe to take things as they are. 

** Will our subscribers stick year after year ? 
We propose to make them. Each year and 
each season we will offer new inducements— 
if possible—greater and more startling than 


the previous ones. Here is our advertising 
contract form. You see payment is condi- 
tioned upon proof of the circulation of 100,000 


ies each week, Before March we hope to 

a very much better story.’’ 
Briefly stated, the weekly Recorder is mak- 
ing headway along the beaten path of premi- 
ums, The paper seems to be made up mostly 
of matter liftea from the daily, but it is good 
matter and well selected for the purpose, 
There are, besides, a number of features pub- 
lished exclusively in the weekly. There are 
32 four-column pages, 12 of which are filled 
with premium offers. 


po 
J. WESLEY BARBER, 


Undoubtedly one of the most unique 
and loved men in the advertising busi- 
ness is Mr. J. Wesley Barber, of the 
Dodds’ Advertising Agency, Boston. 
He started into the business at the age 
of sixteen with Geo. P. Rowell and 
Horace Dodd, who were then conduct- 
ing an advertising agency under the 
name of Geo. P. Rowell and Co., ona 
limited two years’ partnership. This 
was in June, 1866, and at the end of 
two years Rowell & Co. opened the 
main office in New York, Mr. Dodd 
continuing in Boston, with whom Mr. 
Barber has been associated up to the 
present time, meanwhile making his 
services invaluable to his employer, 
until he was admitted into the firm. 

One of the chief characteristics of 
Mr. Barber is his straightforwardness, 
and the one, aside from his warm and 
genial nature, that has done most 
toward making him one of the most 
popular men in the advertising busi- 
ness in this country. It is safe to say 
that there is not one publisher in this 
country who does not put implicit faith 
in Mr. Barber’s word. 

The one qualification both advertisers 
and newpapers come to recognize in 
Mr. Barber is that he means what he 
says, and as he does not use the Jew 
principle of offering the publisher $10 
when he expects to pay $24, the pub- 
lisher usually knows that when he 
offers $21.50 or $24, it is very little use 
to correspond on that order, as Barber 
has offered just what he believes it to be 
worth to hiscustomer, andif hesends the 
order back he will never see it again. 
It is a way that Mr. Barber has of 
dealing with each man’s advertising 
precisely as though he were the princi- 

1 


co) 
te 


Though his cigar and wine bills have 
not run into the dollars, he does not 
claim, fortunately, any credit for this 
peculiarity, as it comes only because he 
happened to have a father who was a 
good Methodist minister, and who 
never said to his boys ‘‘ don’t do this.” 
As the father never lost an opportunity 
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to afford pleasure to his boy, he had 
not quite the meanness to bring dis- 
credit upon him, And we are glad to 
say that the Christian influence of his 
noble and lovable father has had a last- 
ing effect upon the son. It is to his 
father that he owes his start in the 
right direction toward an honorable 
and useful career, and to himself is due 
the credit of living an industrious and 
Christian life. 

As for hard and continuous work, 
Mr. Barber has few equals; he is ever 
on the alert in the interests of his cus- 
tomers, one week in Chicago, the next 
at his office, working with seemingly 
tireless energy and rapidity, always 
agreeable and with a pleasant word for 
everybody ; thus he drivesalong consci- 
entious and happy, leading the life of an 
honorable Christian gentleman. We 
state this fact that the personality of the 
man may be more fully understood. 

Mr. Barber has a hobby, which is the 
study of the art of photography. As 
he says: “‘ One thing that I had rather 
do, next to taking an order, is to exam- 
ine a good photograph or develop a neg- 
ative, having devoted my spare time to 
it for ten years,” 

Mr. Barber’s epitaph is already 
written: ‘‘ He is the one man in the 
advertising business in whose hands 
I could safely place my order without 
dictation, with the surety that my in- 
terests will be attended first and Bar- 
ber’s second.”— Zhe Weekly Journal- 
ist (Boston), Dec. 28, 1893. 

site antler 


EDITED BY THE MAN-ON-THE- 
BAND-STAND. 


Do not hesitate to take the Helfer from the 


post-office, for if you have not 


paid for it, 
some one else has. 


It is paid for in advance. 

The above appears under the edito- 
rial heading in the /ndian Helper, a 
weekly issued at the Indian Industrial 
School at Carlisle, Pa. This paper an- 
nounces editorally that it ‘‘is printed 
by Indian boys, but edited by the man- 
on-the-band-stand, who is not an In- 
dian.” The subscription price is ten 
cents a year and it offers many attract- 
ive premiums beside. It has a regular 
issue of 10,000 copies, and its right to 
be mailed at second-class rates is not 
questioned. The Carlisle School is a 
government institution. 


IT IS NOT VERY STRONG. 


At Jamaica, in Vermont, the local news- 
paper is named Ginger. 


ARIZONA. 


Arizona has 112,000 square miles of 
territory, being considerably more than 
twice the size of New York State. In 
population it does not much exceed 
Staten Island, and scarcely counts two- 
thirds as many people as are to be 
found in the city of Albany. It prints 
thirty-five newspapers, such as they 
are, and of these twenty-five are issued 
daily. These daily papers compare 
favorably with those published in East- 
ern towns of equal population, which 
is not saying very much, because in the 
East towns of the same size do not 
generally issue dailies. Arizona evi- 
dently offers a hard field for journalism. 
It has not yet produced a paper of large 
issue or of wide reputation. The 
American ‘Newspaper Directory for 
1893 does not accord so large a circu- 
lation as an average of 1,000 copies to 
a single paper in Arizona, and the 
Southwestern Stockman, a live-stock 
weekly, printed at Wilcox, in Cochise 
County, is the only publication in the 
Territory to furnish the Directory with 
a circulation statement of any sort, in 
terms so definite as to permit of its ac- 
curacy being guaranteed. The Stock- 
man’s smallest issue in a year had been 
780 copies. 

In PRINTERS’ INK, issue of Oct. 11, 
1893, space was given to the following 
communications on the subject of ad- 
vertising in Arizona : 

Louisvitte, Ky., Aug. 11, 1893. 
Editor of Prusters’ Ink: 

Having occasion to do a little advertising 
in Arizona, I applied to an advertising agent 
for a list of the most suitable papers to use. 
He named the Phoenix Gazette and Repudli- 
can, and the Tucson Citizenand Star. He 
suggested using the daily and weekly editions 
of each, and said that he didn’t know of any 
better papers in the Territory. He said that 
if there was a paper in the Territory printing 
more than 1,000 copies regularly he didn’t 
know which one it was. e also suggested 
that a good way to reach the people of Arizona 
would be to put an advertisement in the St, 
Louis Repudlic or the Denver Repudlican, 

What do you think of this advice? 

RANCHMAN, 


New York, Aug. 15, 1893. 

Editor of Printers’ Ink: 

Concerning | the communication signed 
** Ranchman,” which was the subject of our 
conversation yesterday, I do not consider the 
information containe therein sufficiently ex- 
plicit to enable one to form a clear opinion as 
to the value of the advice given by the adver- 
tising agent applied to. f do not, however, 
deem the suggestion made as to the use of the 
St. Louis Repudblic and Denver Republican 
at all good, because the chances are that 
neither of these publications ciroulates to any 
considerable extent in Arizona. 
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If the object of the advertiser, which is not 
, could best be accomplished through 
advertising at important points in Arizona, 
the selections recommended are good, but the 
. rnal-Miner and Courier, both 
daily and weekly, could, I think, in such a 
case be included to advantage. 
If it is the aim of the advertiser to create a 
cant demand for a proprietary article, then 
he should use practically all the papers pub- 
lished in Arizona, and this could be done at 


ANOTHER WORD ABOUT FUR- 
NACE ADVERTISING, 


Better than any chaotic mediey of 
type and furnace-pictures crowded into 
a half-page ad is a plain, pointed state- 
ment of wy this particular heater is 
presumably the best : 





moderate expense, even for a 
t . 
— as F. Draper, 
Treas, Geo, P. Rowell Advertising Co. 
The general advertiser finds his 
best returns from advertising in papers 
published where populations are dens- 
est. It is there that newspapers secure 
the greatest number of readers and can 
sell advertising space at lowest rates in 
proportion to circulation given. The 
most liberal buyers among the people 
of Arizona are those who have connec- 
tions with central points East or West. 
and among these the newspapers of 
Denver, St. Louis and San Francisco 
have a considerable audience. To the 
general advertiser the newspapers of 
Arizona do not offer a profitable field. 
They must be content mainly with such 
legal advertising as is to be had, and 
such mercantile advertising as can be 
secured from local merchants. The 
local field, for that matter, is the only 
one really worth much attention from 
the publisher in a small town or city, 
no matter where situated. This is just 
as true in Arizona as elsewhere, and 
no more so there than elsewhere. 


TO ADVERTISE DRY GOODS. 


M. W. Rovunps, 
Foreign and Domestic Staple Dry Goods, 
Ladies’ Furnishings, 
Ladies’ and Misses’ Fine Shoes, etc. 
RicHForD, Vt., Jan. 5, 1894. 

Editor of Printers’ Ink: 

I do hope you will give us in Printers’ INK 
some pocpanade advertisements for the dry 

e. You are very kind to all other 

anches of trade, which is as it should be, 
But please drop in more for the dry goods if 
youcan. I think it would be a great feature 

Printers’ Ink, Very trul ~, 

Mu WV. Rounps. 

The stock in a dry goods store is so 
diversified and specialization so im- 
portant in advertising it, that in ready- 
made ads only a suggestion can be 
given. A general ad is not good in 
this line, as it may sometimes be in 
others. The best thing to put intoa 
dry goods ad is prices, and the more 
the better, Put all the eloquence into 
them. The ads of the great New 
York houses are frightful from an ar- 
tistic ‘* ad-smith " standpoint, but they 
bring business. 


BECAUSE 
IT HAS 
A double radiator. 
A two-piece center-jointed grate. 
Perpendicular tubing. 
Adjusted to heat and cold. 








Those are reasons why it is econom- 
ical and durable, etc., and vastly more 
comprehensible to the average intelli- 
gence than the usual heterogeneous 
display called a furnace advertisement; 
but which often looks more like a dis- 
jointed map of Ireland. 

After all, it depends on who you are 
talking to. The heads of tenants may 
be aimed at, but for builders and land- 
lords the stroke is safely to be made at 
the pocket. Landlords—most of them 
—are not at present so vitally con- 
cerned in the exact modus operandi of 
heating apparatus as they may become 
later on. 





Mr. Cuas. F. Jones, advertising 
manager for The Stewart Dry Goods 
Co., of Louisville, sends PRINTERS’ 


INK a few of his recent ads. Their 
chief feature is the display, which is 
strong and plain, made so very largely 
by the use of lower-case letters in the 
lines usually made indistinct with ‘‘ all 
caps.” Mr. Jones recognizes the im- 
portance of preserving ‘a certain 
“* style” in his advertising. The same 
border is used in all of the ads, and 
the same kind of type, giving them a 
distinct and readily recognizable char- 
acter. In the course of time a pecul- 
iar style of composition becomes a 
sort of trade-mark for a business, and, 
as such, valuable. 


4 
>> 





THE man who preaches a thing is 
not ordinarily the man who practices 
it. The average publisher spends less 
money for advertising than the average 
man in any other line of business.— 


£. Katz. 
~~ 
I pon’r believe in letting an ad (unless it be 
a business card) stand in a daily over three 
days, or in a weekly over once.—A. £. Black, 
Conneaut, O. 
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CoMMENCING with the first issue of 
the year, PRINTERS’ INK began a series 
of articles dealing with the question ; 
‘* What papers shall an advertiser use 
to reach the people of this State, Terri- 
tory, or city?” In the issue for Janu- 
ary 3 the State of Alabama received 
attention, being first by alphabetical 
arrangement. Last week a few words 
were devoted to Alaska. This week 
Arizona has attention. There is not 
much to be said about advertising in 
either of these two . Territories. 
Other States, Territories and great cities 
will be dealt with in their order, the 
following being the assignment for 
three months : 


anuary Alabama, 


Alaska. 





; 
} 


Colorado. 
Connecticut. 
Delaware. 


February 21 
District of Columbia. 


February 28 
March 
March 
March 
March 
A systematic effort will be made to 
bring these articles to the notice of ad- 
vertisers and newspaper men in each 
State or city, for the purpose of elicit- 
ing expressions of opinions as to the 
good faith and good judgment with 
which each separate list has been com- 
piled, and noting the same in revisions 
made at a later time, if it should seem 
advisable to republish the whole in a 
more permanent form for the conven- 
ient use of advertisers. 


TO BRING DOWN THE HOUSE. 


Several weeks ago, when Joseph Jef- 
ferson was playing ‘‘ Rip Van Winkle,” 
in Philadelphia, he found among his 
mail one morning the following letter. 
It was written on a letter-head adorned 
with acut of a folding bed, and read 
as follows: 

Mr. Jefferson: ¢ 

Sir—I saw you play “Rip Van Winkle” 
last night, rely havea proposition to make 
to you. When the curtain goes up on the 
third act, and you rise all stiff and sore after 
your long sleep, you might say a few words 
something like this: “Oh, how stiff Iam! if 
I had only slept last night on one of Blank’s 
patent folding beds, warranted safe, durable 
and comfortable, how_much better I would 
feel this morning.” I think it would bring 
down the house. Now, I am willing to pay 
you well for this, of course. Let me know 
what you think of it. 


Morro of Abbeville, Ala., 7Zmes - “ Success 
to all who pay their honest debts, and devil 
e the balance,” 
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THE proprietors of a general store 
at Ashland, Wisconsin, exhibit con- 
siderable originality in their letter-head. 
Instead of the old-fashioned enumera- 
tion of the articles dealt in, is this 
simple inscription : 





LOUIS KOLMAN & CO., 
DEALERS IN ALMOST EVERYTHING. 








+o 
THE assistant editor: A pair of scis- 
sors. 





NEAT, MODEST AND ATTRACTIVE. 


Office of the ** Crrizen,”’ } 
Hamu, W. Va., Jan. 8, 1894. 
Editor of Printers’ Ink: 

I am of the number that believe an attract- 
ive advertisement, typographically, has as 
much to do with the selling of an article, if 
not more, than its word construction, Apro- 
pos of this opinion, I offer it as my opinion, 
after giving close attention to all the adver- 
tisements in the issue of Printers’ Ink of 
Jan. 3 (from the standpoint of taste in ty 

raphical construction), that the card of Wm. 
Tobatea, manager Printers’ Ink Press, is 
the most attractive advertisement in the issue 
of thatdate. It is neat, modest, plain and at- 
tractive, W. M. Workman, 

Publisher Citizen. 


————<+or—__— 
FOUND MANY HELPFUL HINTS. 
H, F. Dunn, } 
Wholesale and Retail Grocer, Crockery, 
Glass and Silver-Plated Ware, 
Flour, Grain and Cotton-Seed Meal. 
Exeter, N. H., Dec, 30, 1893. 
Editor of Prinrers’ Ink: 

Dear S1r—Please find inclosed treas. check 
for $2 to pay for my subscription to Print- 
ERS’ Ink, I have found many helpful hints 
during 189% and do not wish to do without it. 

ours truly, H. F, Dunn. 


WHAT THE PUBLISHER OWES TO THE 
ADVERTISER. * 

When the country paper comes to that point 
where it has convinced its advertiser that it 
really has his interests at heart and is giving 
him something for his money, and stops this 
nonsense about the duty he owes his home 

per, then will the hardest part of its battle 

won, 

If the space of two full columns is to be 
given to four ads, it will increase their im- 
portance and improve the looks of the page to 
place one in each corner. It not only looks 
attractive in itself, but it gives a good impres- 
sion because it shows that care and thought 
have been given to making it up. It isnot a 
great deal more trouble to give advertise- 
ments positions and keep them there.—/. C. 
Oswald, in the Inland l’rinter. 


PRETTY GOOD FOR ST. LOUIS, 


All issues of the St. Louis Glode-Democrat 
in 1893, according toa coy from the i- 
dent of the company to the American News- 
paper Directory, amounted to27,743,215. The 
daily average was 51,010, Sunday, 74,02; 
weekly, 79,938. 
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THE DECADENCE OF AGRICULTURAL 
PAPERS. 


ion Over 100,000 a week, 
New York, Jan. 8, 1894. 
Editor of Prwxters’ Inx: 

In the issue of Printers’ Ink of January 
gd Mr. A. S. Porter, editor of an Ohio agri- 
cultural paper, gives some v kindly and 
fatherly advice to publishers of daily papers, 
warning them against the folly of conducting 
a weekly. 

In his arguments Mr. Porter very plainly 
States that tne demand for weekly papers in 
the rural districts is increasing, and that 
“that there is more reading done in our farm 
neighborhoods than in our cities, and the 
good, typical farm home has its newspapers 
alwaysand its magazines quite frequently ;” 
but Mr. Porter does not state the fact that the 
majority of these farm homes have no use for 
an agricultural paper made up of garbled 
news, which, when it reaches the reader, is so 
much ancient history ; while the agricultural 
matter contained in the paper, written bya 
patent-leather, silk-handkerchief dude, giving 
the farmer instructions how to care for acow’'s 
ad teeth, and other equally important and 
valuable advice on subjects which the farmer 
knows more about in a minute, from practical 
experience, than the editor can borrow from 
his exchanges in a lifetime. 

In an article in Printers’ Ink, a few weeks 
ago, an advertiser stated that his belief was 
“that the religious — exaggerate their 
circulations most, and the agricultural papers 
are next in this line.” 

The agricultural papers are not what they 
were, nor does the agricultural paper exist 
that has the influence and power of The 
American Agriculturist in Orange Judd’s 
aad days, or Moore’s Rural New Yorker 

the successful days of D. D. T. Moore. 

Business MANAGER, 
the Weekly Recorder, 


+o, 


SCANDINAVIAN. 


Here is a small list of the best weekly Scan- 
dinavian — which is well worthy the at- 
tention o advertisers: 


- seer RecorpeR,”’ Present Actual t 





Circulation. 


Missions Vannen....... 
h Posten. .....000e0000000+35;000 
Des Moines. ..Svithiod ....... wie senda 8,000 
Cedar Rapids..K vinden og Hjemmet,,.17,500 
Minneapolis ..Sv. Amerikanska Posten .27,000 
St. Paul......Nordvesten, .,.......++++12,500 
ka! 
k Island..Augustana,, 

Ww ....Skandinavia..... 13,000 
—From J. L. Stack & Co.’s Advertisers 
Bulletin, 

— 

Aps should be readable and in season. 
Don’t let a 4th of July ad run all through 
August. I have in mind one firm in our town 
that had space in a daily paper published 
here and ran the same ad for over four months, 
simply stating that said firm did no blowing 
but let the quality of their goods blow their 
own horn, No doubt these people would say, 
if asked, advertising does not pay.—A. £. 
Black, Conneaut, O. 





REFORMED. 


Slow-selling goods are slow because people 
don’t like ’em, and plucky merchants mark 
"em down, 

But most merchants don’t mark °em down— 
until they have to. They have a “better” 
way; they give their salesmen an extra fee 
(small) for ** working off’’ undesirable g: 
Salesmen e¢ a good deal of money this 
way, and yet your merchant makes more 
profit than if he sold these goods for their 
real value. 

The merchant makes money, the salesman 
makes money, everybody does—everybody 
but the customer. hether he gets the best, 
the next best, or the worst that the store has 
for him, depends upon his intelligence and the 
size of the fee paid to the salesman. 

What does the merchant care? What does 
the salesman care? They do not know of the 
hundreds of customers who leave them to find 
better service. 

We do not pay our employes to “* work off’’ 
goods—we used to, don’t any more.—Adver- 
tisement of Rogers, Peet & Co.,N. Y. 


A NEBRASKA VIEW, 

The question of the propriety of a local 
newspaper taking advertising, or making ad- 
vertising contracts with outside business 
houses or firms, is the cause of a good deal of 
controversy among editors and local patrons 
at times, and is often the theme of animated 
discussion among Nebraska newspapers. ‘The 
advertising space of a newspaper is just like 
any other commodity, and the owner will mar- 
ket it to the best advantage, and sell it at the 
highest price he can obtain, all other things 
being equal. In the reorganization of trade 
which has taken piace in the last few years, 
the home market for advertising has become 
less and less profitable. In the matter of re- 
tail trade in most towns only one store exists 
to three of a few years ago, and the trade 
which supported the other two goes to the 
city. This will continue until the same state 
of affairs prevails which exists in the East, 
where the city is almost the entire retail mar- 
ket for hundreds of miles in every direction, 
and a country store, outside of certain lines, 
is practically unknown.—Hastings Nebras- 
kan, Jan. 2. 


—— 
READY-PRINT RATES. 


Editor of Printers’ Ink: 

In this week’s Printers’ Ink the writer of 
the article on Alabama digresses on the sub- 
ject of ready-prints, and reaches the conclusion 
that the price advertisers pay for list advertis- 
ingislow. This, I think, is a mistake. 

y observation is that the claim which the 
ready-print concerns have upon advertisers is 
not in the matter of price, but in the saving of 
the cost for electrotypes, correspondence in 
making contracts, labor in verifying inser- 
tions, etc. Wuat’s So, 


NOTHING ELSE. 


She was a pretty salesgirl ; 

He asked her for a kiss, 
For he was the accepted 

Of the fair and blushing miss. 
She gave him one, and as she drew 

Her rosy lips away, 
“* Is there,”’ she asked, in tremblinz tones, 
“ Anything else to-day?” 

—Orange Judd Farmer. 





PRINTERS’ INK. 


THE AD SHOULD BE OFTEN CHANGED. 


I remember the case of an advertiser in a 
small town who advertised merely because he 
thought it good form and who could not be 
argued into the belief that it brought actual 
sales. I asked for an opportunity to show him 
his error and he readily granted his permis- 
sion. It was in autumn, just at the time when 
people were about to replace stoves that had 
been stored away during ,and | 








wrote the best ad I knew how to write about 
the importance of placing new floor oil cloth or 
linoleum under their stoves, and told them 
where to go to get it. I went around next 
week and ascertained that the stock on hand 
had been sold out and in one or two instances 
sales had been made to purchasers who had 
never bought an article in that particular 
store before. I took pains tolook one of these 
up, and he told me that the advertisement 
had reminded him that he was in need of the 
article in question, and that he had gone there 
forit because he knew he would get it without 
further trouble. I laid these facts before the 
advertiser. Each subsequent week his ad 
was changed and each one contained informa 
tion as to a seasonable article.—/. C. Oswa/d, 
in the Inland Printer. 


Displayed Advertisements 


50 cents @ line ; $100 a page; 25 per cent | 


extra for specified position—if granted. 
Must be handed in one week in advance. 
RAPID ADDRESSINC. 


The only authentic Trade Lists, Envelo; 
Wrappers addressed 








and 


lutely correct. F 


lames guaranteed abso: . For - | 
ticulars address F. D. BELKNAP, Prest., sass 


Broadway, New York City. 





in a hurry by machinery. | 
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$30.00. ih ririact ce tomo. 
MALF-TONE $ : 
— 1.50 
CHICAGO PHOTO ENG. CO., 185 Madison. 

French Advertise 
ments, French Circn- 
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b ] 
Arthur’s 
» 
«« Peterson’s. 
500 Temple Court, N. Y. 
The Deadly Parallel! 
wooD WIRE 
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heavy, ht, 
is clumsy, 
liects dust, 
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J Pope Rack Co., St. Louis, Mo. 
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Printers’ Ink for Clubbing Purposes. 
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that it is not 


individual mo 
Correspondence 


Address all communications to 
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The Post-Office Department has notified Prrvrers’ INK that it is 
paper to other publishers, for cl 

, even at a rate as low as 25 cents a year, if paid 
rmissible if the ay 
vertising, even if the full subscription price ($2.00 a year) is paid for each 


ion. 
s solicited with publishers who wish to obtain sub- 
scriptions to PRINTERS’ INK for clubbing purposes. 


PRINTERS’ INK, 10 Spruce St., New York. 
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r- 
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for in cash, but 
tions are to be paid for in ad- 
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Yours truly, 





The ‘New Model’’ Web. 


‘WE CAN RUN IT." 
A SMALL MAN AND A BIG BOY. 


Campbell Printing Press & Mfg. Co. 
160 William Street, New York. 











PRINTERS’ INK. 


Brains 
hire 
brains. 


All one man’s attention is 
needed to prepare a circular, 
catalogue or any advertisement. 
It should be done just right ; 
both the wording and the ap- 
pearance. Your time can be 
put to better use. It is my 
business to write advertising 
matter. I also attend to the 


printing, if desired. 


WOLSTAN DIXEY, 
Writer of Advertising, 
86 World Building, New York City, 





~ §00-pound Barrel at 4c., 


NEWS INKS. 


BEST IN THE WORLD: WARRANTED. 
I want orders accompanied by a check 
in full payment—not otherwise. 


Goods delivered free at any railroad or 
steamboat in N. Y. City. 





$20 00 
11 25 
5 00 
275 

1 50 


250-pound Barrel at 4<c., 

100-pound Keg at 5c., 
50-pound Keg at 53<c., 
25-pound Keg at 6c., 





Check with Order—every time. 


Send copy of paper and tell kind of 
press used and temperature of press- 
room. 

Satisfaction Guaranteed. 
ADDRESS 
WM. JOHNSTON, 
FOREMAN PRINTERS’ INK PRESS, 
10 SPRUCE STREET, 
New Yor«. 
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PRINTERS’ INK. 


You Want Advertising& 


They all do, Magazines, Newspapers, 
publications of all kinds, Street Rail- 
way Men, Sign Men, and all other 
Fame Builders. 


A Good Way 


to get advertising (and the burden of 
the story is to get it) is to 


Take a Page 


in PRINTERS’ INK. This publication 
goes to more general advertisers than 





any other one magazine or newspaper 
in the world. A page will cost for 
one year (52 issues) $2.600. 


Printers’ Ink~~ 


is called the ‘‘ LirrLE SCHOOLMASTER,” and is an 
authority on advertising. You sometimes scan its 
pages with interest and perhaps profit ; if so, you 
can realize with what great interest they are read 
by men who are spending thousands monthly for 
advertising, and are constantly seeking new ways, 
better methods and more profitable mediums to 
make known their business. 

Address orders to 

PRINTERS’ om 10 Sore | St., New York. 


if you don’t want a page, you can insert two lines a whole 
year for $13—and have a change of copy every week if wanted. 








PRINTERS’ INK. 


Offices : 10 Spruce Street. 
AMERICAN NEWSPAPER DIRECTORY : 
Issued annually. Established 1869. 
e Price five dollars. 


New York, January 3, 1894. 








Mr. J. B. Van Buskirk, Office of “ Herald,” Monticello, Ind. : 
Smr—Inasmuch as the American Newspaper Directory ‘publishes a standing offer to the 


DE«R 
following effect : . 
“ The cor of ci ratings Gren in figures or marked with one asterisk (*) is 
pean =e reward of a hundred do , which will be paid in each and every case to the 
m who proves that the Directory has been imposed upon by an untruthful report, and 
thereby led to a rating which is not in accordance with facts ;”’ 
uch as you have furnished information going to show that the circulation rating 
accorded to the Monon, Ind., News in the Directory for 1893 is a case in point; and inasmuch as 
Mr. Isaac Parsons, the editor of that paper, who signed the stat the y of which has 
questioned, not only prof: himself unable to verify its accuracy, but by the tone of his 
correspondence seems to admit that the statement which we accepted from him as true was 
not so, we now beg to hand you herewith our check for $100. We are 
Your obedient servants, 


Cree? 


Publishers of the American Newspaper Directory. 














Nore—The following is a complete list of the rewards heretofore paid for the discovery of un- 
truthful ratings in the American Newspaper Directory: In 1888, case of Waukegan (IIl.) tte ; 
in 1889, case of Madison (Wis.) Skandinavisk Tribune ; in 1891, case of Prospect (Ohio) Advance ; 
in 1893, case of St. Louis (Mo.) Anzeiger des Westens ; in 1892, case of Atlanta (Ga.) Dixie Doc 
tor, San Francisco (Cal.) Morning Cail ; in 1893, case of Muskogee (Ind. Ter.) Our Brother in Red ; 


.) 
in is93, case of Monon (Ind.) News. 


Circulation Ratings in the American Newspaper Directory 


are divided into four classes, as follows: 


ist Class, —Ratings given in plain figures guaranteed to be accurate. 

2nd Class.—Ratings given by letters, based on a publisher’s statement guaranteed to 
be accurate. 

3rd Class,—Ratings given by letters accorded after a statement from the paper has 
been considered, but not always in accordance therewith, and not guaranteed to be accurate. 

4th Class.—Ratings given by letters, based upon general report, information from 
the office not being forthcoming when asked for. 


RATINGS IN ARABIC FIGURES. 

In the American Newspaper Directory the publication that makes a definite statement 
has its circulation rating stated in plain figures, and the accuracy of these is guaranteed by 
the publishers of the Directory by a $100 forfeit, payable to any one who successfully contro- 
verts the publisher’s claim. 


RATINGS BY LETTERS EXPLAINED BY A KEY. 
Publications that have circulation ratings in the Directory indicated by letters, followed 
by one or two asterisks, are those whose publisher’s claim was not set forth with sufficient 
definiteness to permit the use of exact figures. 


ONE ASTERISK (). 

One asterisk indicates that the publishers of the Directory are willing to guarantee the 
rating, as explained by the key. These ratings are usually accorded in cases where a pub- 
lisher’s average issue, shown by a detailed statement, is found to be high enough to entitle 
him to the rating and guaranty, but not enough higher to make a rating in plain figures 


specially desirable. 
‘ TWO ASTERISKS (**). 

Two asterisks (following the letter) indicate an unwillingness on the part of the publishers 
of the Directory to extend any guaranty as to the accuracy of the rating accorded. A state. 
ment from the publisher, or some one that purported to represent him, was before the Editor 
of the Directory at the time of according the ratings followed by two asterisks, but it was not 
in such form as would warrant a guaranty of its accuracy, and in most cases it was so vague 
as not even to warrant according the rating letter which the maker of the statement seenied 
to desire or expect. 

A third class of papers has the circulation ratings in the Directory indicated by letters, 
explained by the key, and not followed by any asterisk. These represent the papers whose 
Gabiichers will not tell anything on the subject of circulation, This reticence is usually to be 
attributed to the supposition on the part of a publisher that the public believes the paper tu 
have a larger regular issue than his statement would show, and for that reason he has nothing 
to gain, but something to lose, by allowing the facts to appear over his signature, 

Work upon the 26th annual revision of the American Newspaper Directory is now in prog- 
ress. The book will be ready for delivery to subscribers in April next. 

SUBSORIPTION PRICE, FIVE DOLLARS. 


GEO. P. ROWELL & CO., PUBLISHERS, 10 Spruce ST., NEw York. 





PRINTERS’ INK. 


Wanted : Occasional Caresponents Everywhere, 


Bon Youn, Posuber St, aR, 
Hon. 5 are Grotes, 8 rd Assistant Postmaster-General, Washington, D. C. 

Caen see eee rer aiee of tk ankeih ox to oir 
letter to the Postmaster-General of the a oy aa. instructions in the matter in- 
quired about in our letter of the Lith, we 7 a assured usin yours of the 12th should have 
early attention, we are led to suppose t hat the points touched upon in those letters are still 
Wnty oS eens a yore department. 

With that view we desire, while you have the matter under advisement, to again direct 

ek wy ST ee yp he ee Maine, w who wished 

receive eat by acting as an occasional co: Taking it as 

on illmstrasive esas we itted it to Ou, ana toe Socision wae that that such a correspondent 
id subscriber, because the paper would not be an adequate 


is equivalent to that the man does not at all, poeeaee he too much. 
wae weare ore eave: tons of ess 4 oven are acti an as Corn indents 
‘or newspapers all over country, especially for the country weeklies, and receiving 
in the wa: — pro} p and thas pe ‘J ndents are satisfied with the 
e ers I 





ves us of 
deserving men of a paper lil 
thelr voenmeere 
areal) I the m: re anxious to gad you consider that case because our representative, 
a Yaward A. Cidham. understood you to say to him that your decision ti in that matter 
iy eu from What we understood your written decision to be. 
waThe ay is Tespecthal — by 


Gro. P. ROWELL & Co, 
Pubtishers of PRmvrERs’ IvK. 


WASHINGTON, D. C., January 4, 1894. 


fet ange bs k, N. 

Sras— y referring t to ing to my lete acted 8 eee 13 and 26, 1893—in the case of the 
K to correspon ae will find th = — office did not 
‘that Tach a Fach could not be conside: ab paver 
would not be an adequate remuneration for cach t a ye ” as yt in your letter 


ak “yt - gtvined vind thet ths position is hich d ft 
a were e pro} ion is one whic! one not cal ee 
official action. | and and thas. if you ch ae correspondent a . paper, ¢ 
3 pe either the em nor the inclination to bject. But, owe was stated tL}, 34 -; ov — 
pondente, and cand thea copies of your paper a6 tee pound Tavs of | ro that 
— dents, ani —+ dy. our r at the pound rate of 
would an obvious abuse of the Evil y aferted by the law.” 
eee ~~ M4 ivand {8 are te the hands of e Postmaster-Ge Gigned) 
ery respectfully, KERR CRAIGE ‘ 
Third Assistant Post 


Wanted Young Men to Act. 


ORRESPONDENCE WANTED-—Everywhere ! 
Bright young newspa) men run across 
paragraphs and news items daily t 
’ Inx’s line. They must be of 
interest to advertisers. All such are welcomed. 
along a sample item, and your name 


oat th aper regular nd te Thor id 
ive the r an wane 3 ow to to lend 

effective did toward making it Address 
7.2" ocunsaniaions to PS tes" INE New 














The above advertisement appeared in PRINTERS’ INK some months ns BGO» , but was 
withdrawn because the Third Assistant Postmaster-General at Washington was 
understood to decide that it was illegal to send a paper at second-class rates in 
payment for such a service 
a recent letter (dated January 4th) the Third Assistant Postmaster-General 
decides that it is ey to send the paper to one such correspondent, but will not 
proper to send it to ten thousand. There are twenty thousand newspaper 
offices in America,in every one of which there is at least one person who can be 
worth to PRINTERS’ INK more than the cost of a yearly subscription by acting as 
—-" correspondent, and perhaps by also receiving and forwarding subscrip- 


Why it is not permitted to us to secure twenty thousand such correspondents 
and aiders, we are unable tocomprehend. It is sufficient, however, just now, for 
us to know that the Post-Office Department will not permit us that number or 
even half of it. It is doubtless fair to understand, however, from the correspond- 
ence —— above, that it will be permitted us to ‘have one thousand such corre- 
spondents (if we get them) or a hundred at least,and even asmaller number may 
prove to be as many as we can secure; we therefore 

invite correspondence 

th corresponden 

who will serve PRINTERS’ INK. Toallsuc twhe ae before we have secured too 
many) we will send PRINTERS’ INK in payment for the service ; and all such may 
also act as subscription agents and retain one-half of all cash subscriptions 
obtained. Persons desiring to act as correspondents should address, 


PRINTERS’ INK, 10 Spruce St., New York. 





PRINTERS’ INK. 


«$1 A WORD! 


LERT advertisers advertise in KATE FI ELD’ $ 
WASHINGTON, Washington, D. C. 








The above announcement has 1o words. For 


$10, cash with the order, it can be inserted a full 


year as a classified advertisement under the heading 


of DISTRICT OF COLUMBIA (See page 60). 





More space costs more—a dollar a word more. 
No yearly order taken for less than 10 words. 


Read the following announcement : 


ted for PRINTERS’ INK 
d for in advance. Or- 
t rate for less than ten 


wo 

cost $11 ; 40 words 

$40. All yearly are entitled to re- 
ceive the paper y Saent of additional charge. 


~ 1 —CLASSI ¢ ED advertisements, to appear by 


Note that cash in advance is required. 


_ 
——P 





Send copy 
with check 
to 


PRINTERS’ INK, 
10 Spruce St., New York. 
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“LITTLE BIT ABSURD.” 


GREAT OPPORTUNITY. 


cc. Times Progress one year for a big tur- 
i - Filmes Progress, Soke, Ala., 
Dec. 15, 1893- 


A SOUTHERN OLIVER TWIST. 


Bring us two turkeys on subscription.— 
Times Progress, Georgiana, Ala,, Dec. 15, 


1893. 


C— 


ge Che Fargo Forum. WG. PLUMUEY. 


SEVENTH ST. SOUTH. 


EDWARDS & PLUMLEY 


FarGo, NortH Dakota, Dec. 18, 1893. 
To The Hon. The Postmaster-General, Washington, D. C.: 


Srr—lIn response to a request, made in due course of business, to PRINT- 
ERS’ INK, to send copies of that paper regularly for one year to certain desig- 
nated patrons of the Daily Forum, we are met with the response : 

** We would gladly do exactly as you ask us in the case of PRINTERS’ INK, 
were it not for the absurd position taken by the Post-Office Department.” 

The publishers of PRINTERS’ INK, you observe, are willing to send the paper 
as we ask, but cannot take the pay in work we offer—perfectly satisfactory to 
them—but, seemingly, not to the P.O. D. We take Thanksgiving turkeys, 
wood, oil barrels, church fair tickets, railroad transportation, garden truck, 
hides, butter, corned beef, and what not, for advertising and subscriptions, 
and never heard of an objection. Why cannot we trade and traffic with 
PRINTERS’ INK, if agreeable to the proprietors and to us? 

Seriously, is not the position of the department just a little bit absurd ? 

PRINTERS’ INK, in the hands of our liberal advertisers, suggests new 
ideas, and increases our- patronage, and we want to order a half dozen copies 
to be sent our local merchants, at our expense, to spur them up. 

It’s a good thing for us, and to pay for the subscription ‘‘in kind” is well 
worth the investment, while ‘‘ money we have not.” 

Will you not find it possible to take this matter up, and, I have no doubt, 
your good judgment will soon arrive at the conclusion I have, to permit 
PRINTERS’ INK to manage its business affairs, without department supervision 


—as to this matter, Very respectfully, 
A. W, EDWARDS, 





Saitees 
Newspaper Union 


LIST OF 


390 Newspapers: 
109 IN ILLINOIS, 
97 IN IOWA, 
82 IN MICHIGAN, 
54 IN WISCONSIN, 
25 IN INDIANA, 
20 IN MISSOURI, 


AND A FEW OTHERS. 
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A TEN-LINE ADVERTISEMENT 
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INSERTED ONCE 
IN THE WHOLE LIST OF 
390 Papers 


FOR 
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For catalogue of the papers and further information, address 


CHICAGO NEWSPAPER UNION, 


Main Office: Nos. 87 to 93 South Jefferson Street, Chicago. 
Eastern Office : No. 10 Spruce Street (2d floor), New York. 
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